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index of Media Decisions for 1976, arranged by subject and content. 
includes feature articles and regular columns. This supplements in- 
dexes published in January 1969 (of issues through December 1968), 
in March of 1970 (of January-December issues in 1969), in February 
1971 (of January-December issues in 1970), in March of 1972 (of Janu- 
ary-December issues in 1971), in April of 1973 (of January-December 
issues in 1972), May 1974 (January-December 1973), May 1975 (Janu- 
ary-December 1974), and February 1976 (January-December 1975). 


BUSINESS 
PUBLICATIONS 


Kopper’s acid media test — Frank 
Davis, vp advertising of Koppers, explains 
how a hard-nosed decision-making concept 
revolutionized their use of business 
magazines and other media. March, 1976, 
p. 62. 

Why Armour switched to gate folds 
— Armour Food Service trade paper cam- 
paigns have won three consecutive ABP 
awards. They were designed for dominance 
in a Select list. June, 1976, p. 68. 

How Monsanto's Sam Dowdy markets 
agrichemicals — Seven steps used by 
Monsanto to get measurable results from 
carefully segmented marketing/media 
plans. November, 1976, p. 66 


As I See It columns 
on business magazines by: 

Bill Hadley — To meet BPA qualifica- 
tions, a trade book must have up to date 
circulation. January, 1976, p. 82. 

John Lamson — ZIP codes and com- 
puters will enable consumer magazines to 
compete with business publications. Feb- 
ruary, 1976, p. 74. 

Wes Rosberg — New standards have 
been set for offset color printing. March 
1976, p. 80. 

Bill Hadley, BPA has established a 


number of goals it expects to accomplish. 
April, 1976, p. 74 

John Lamson — Subsidization of the 
postal service is urged. May, 1976, p. 72 

Mike Walsh Well developed and 
documented business media recom- 
mendations can be as effective as higher 
priced and seemingly more exciting media. 
June, 1976, p. 78 

Wes Rosberg - 
the trade press continues to move forward 
July, 1976, p. 76 

John Lamson — Time magazine along 
with Dun & Bradstreet and U.S. Dept. of 
Labor have a technique to narrow in on 


Media comparability in 


management. August, 1976, p. 82. 

Henry Platek - 
publications use the same bingo card num- 
bers as used for ads in order to identify of- 
ferings given in editorial columns about 
advertisers’ literature. September, 1976, p 
78 

Mike Walsh 
have upgraded salesmen are now moving 
ahead. October, 1976, p. 84 

John Lamson 
should try to influence middle manage- 
ment, the decision makers of today — and 
November, 


Confusion results when 


Business magazines that 


Business advertisers 


the top dogs of tomorrow 
1976, p. 88 

Henry Platek — There is a trend among 
business magazines to either reduce or drop 
bleed charges. December, 1976, p. 86 


CONSUMER 
MAGAZINES 


Those multi-magazine discounts are 
multiplying — Buyers will take any price 
advantage they can get but the deal they 
like best is one that links demographics 
they seek in bigger buys. April, 1976, p. 
60 

The Postal Service vs. magazines — Are 
mass magazines ready to quit the mails for 
most of their home delivery? If rates con- 
tinue to rise, they’l! have to. May, 1976, p. 
70 

Update on women’s magazine ad rates 
— Eight of the general women’s magazines 
are revising ad rates. June, 1976, p. 62 

Honda’s extra mileage in print — How 
this sub-compact advertiser has piled up 
discounts for frequency and consecutive 
page spreads to stretch media dollars 30% 
August, 1976, p. 66 

Scoreboard of magazine rate changes — 
Survey of 75 magazines shows trend over- 
whelmingly up. Rate of increase: up six to 
nine percent for most books. October, 
1976, p. 68 

America’s fastest spenders — THE 
TEENS, part 2 — New Target Teen Index 
data shows total audience among teen agers 
of books that specialize in that field and 
also general books. October, 1976, p. 76 


As I See It Columns 
on consumer magazines by: 

Lois Seiden — The jointly sponsored 
magazine subscriber study will only be 
meaningful if it meets specific criteria 
January, 1976, p. 84 

Frank Carvell — Money problems ac- 
complished a positive end for magazines; 
regional editions and page size standards 
February, 1976, p. 74 

Roger Bumstead — The magazine in- 
dustry appears to be in a less stable position 
that it once was. March, 1976, p. 88 

John Meskil — The magazine industry 
had been re-evaluating its policies regard- 
ing research, circulation patterns and sell- 
ing concepts. April, 1976, p. 82 

Sheldon Taule — The new Simmons re- 
search study will raise the question of total 
magazine audience. May, 1976, p. 78 

Frank Carvell — The need for magazine 
research designed to help the advertiser 
reach his prime prospect is imperative 
June, 1976, p. 86 

Jim Barker — 
tive and efficient media alternative to spot 
television as spot tv costs continue to esca- 
late. July, 1976, p. 88 

Dan Borg — 
now available that offer any kind of expo- 
sure and as diverse an editorial environ- 


Magazines are an effec- 


Magazine networks are 


ment as one could want. August, 1976, p 
82 
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George Rosenkranc — The subject of 
positioning requires more study and better 
readership and recall measurement tech- 
niques. September, 1976, p. 80 

Dave Arnold — Women’s magazines are 
overloaded with advertising because there 
are only a limited number of large general- 
interest women’s books and only one issue 
a month during peak selling periods. Oc- 
tober, 1976, p. 86 


Roger Bumstead — Magazines are on a 
sound track with their individual and col- 
lective efforts to have advertisers allocate a 
higher proportion of budgets to magazine 
advertising. November, 1976, p. 84 

John Meskil — Magazines need to 
capitalize on current revenue gains, which 
have been stimulated by the high cost of 
television, by adapting to the changing 
needs and interests of advertisers and 
readers. December 1976, p. 78 


GOVERNMENT 


Wyatt Earp rides again — Media Deci- 
sions’ survey of official Washington shows 
Congressional and regulatory sharpshoot- 
ers taking point-blank aim at all media. 
May, 1976. p. 53 

Uncle Sam, Advertiser — Three part se- 
ries On government media expenditures, 
covering, the Military, Postal Service, 
Amtrak, other areas of government market- 
ing. October, 1976. p. 64, November, 
1976. p. 59, December, 1976, p. 72 


INTERNATIONAL 


International marketing & media — a 
special section, including: The French 
Connection, page 132; 

Media’s uncommon Common Market, 
page 138; Y&R’s oversea’s media mentor, 
p. 140. March, 1976, p. 131 

Canada’s Media Curtain 
dian government is drawing a media cur- 
tain across the U.S. border. July, 1976, 
p. 66 


The Cana- 


MARKETING 


Marketing strategies of the candidates — 
MEDIA DECISIONS finds that the presidential 
primary campaigns have all the earmarks 


of carefully orchestrated marketing pro- 
grams and professional media plans. 
March, 1976, p. 56 

Special 


series on working women 


—Nearly 50% of all women work, bring- 


ing home a second paycheck. MED! \ DECI- 
SIONS studies their buying and media 
habits, as well as their newfound impor- 
tance to advertisers. February, 1976 p. 53, 
March, 1976 p. 68 

They’re moving back to the country 
—tThe population and buying power pen- 
dulum is swinging back from urban to rural 
America, causing marketers to question 
policy of concentrating on metro markets 
only. February, 1976. p. 62 

‘Retail is hottest’ — Guest Editor 
Manny Klein places the growth of retail 
work in full-service ad agency as top trend 
in his business. February, 1976. p. 60 

Why Chevy champions the Chevette 
—Tom Staudt, director of marketing, 
Chevrolet Division of General Motors, 
explains why they think they have the an- 
swer to competition from imports. April, 
1976. p. 53 

Is the automated checkout here? — The 
promise is still there, in spades! but it’s 
slow in arriving. What we found on a per- 
sonal visit to one of the new checkouts. 
May, 1976. p. 62 

Toy marketing isn’t kid stuff — Guest 
Editor Jeff Rochlis shares his experience as 
a toy ad and marketing man through five 
case histories and an analysis of his field 
May, 1976, p. 66 

Who's getting those retail ad dollars? 
—NRMA has surveyed in detail media use 
by its members. The results help put the re- 
tail ad picture into perspective. May, 1976 
p. 58 

Special report on fast food franchising 
— Two parter on the fast food industry 
Part | sums up media and marketing 
trends. Part 2 questions the media mix of 
fast food franchisers, as well as prospects 
that they will lose control of local dollars 
because of government regulations. June, 
1976. p. 64. July, 1976. p. 72 

Do you know this billion dollar medium? 
— Advertisers and agencies increasingly 
consider Yellow Pages a major element 
June, 1976. p. 72 

Potato Pot-Pourri — How Ore-lda in- 
creased awareness with new media mix 
June, 1976. p. 110 

Kodak vs. Polaroid shootout — Kodak's 
instant print camera has arrived with a fan- 
fare of advertising, but Polaroid is fighting 
back to hold its market. A $50 million 
media fracas. July, 1976. p. 58 

Saks Fifth Avenue: image builder 
—Guest Editor Doris Shaw is building a 
giant image for Saks Fifth Avenue. July, 
1976. p. 62 

Jimmy Carter's media plan — The 
theme song of the Georgians who put this 


program together is “‘make mine country 


style.’’ Here’s how Jerry Rafshoon, agency 
president, and Charlenne Carl, media di- 
rector, do it. August, 1976. p. 60 

RJR’s new product score — Charles 
Tucker, vp marketing at R. J. Reynolds 
Tobacco, tells how he introduces new 
products sans broadcast media. August, 
1976. p. 64 

Honda’s extra mileage in print — How 
this subcompact advertiser has piled up 
discounts for frequency and consecutive 
page spreads to stretch media dollars 30% 
August, 1976. p. 66 

America’s fastest spenders, Teens 
—Who has $25 billion to spen‘, no rent to 
pay, and free groceries? 32 million teen- 
agers. How to reach this rich but elusive 
market. August, 1976. p. 68 

Jerry Ford’s media machine — MEDIA 
DECISIONS looks in on the experienced, 
hard working Ford media team. Sep- 
tember, 1976. p. 60 

Is this any way to sell a railroad? — The 
Santa Fe’s unusual $2.5 million campaign 
September, 1976. p. 68 

Uncle Sam, Advertiser — Three part se- 
ries on government media expenditures, 
covering, the Military, Postal Service, 
Amtrak, other areas of government market- 
ing. October, 1976. p. 64, November, 
1976. p. 59, December, 1976, p. 72 

How Pfizer took root in a new market 
—Agency-client team came up with a new 
line of plant products and faced questions 
of who would buy? where? pre-sold in 
what media? October, 1976. p. 72 

How Monsanto markets agrichemicals 

Seven steps used by Monsanto to get 
measurable results from carefully seg- 
mented marketing/media plans. November, 
1976, p. 66 

Car dealers, unite! How auto dealers, 
who account for an important part of all au- 
tomotive media dollars, pool their media 
resources. November, 1976. p. 70 

Wella, *‘three heads are better than one"’ 

Opportunistic matching of broadcast 
and print is giving Wella a lift in the hair 
care market. November, 1976. p. 72 

How Bic Flicks its media — Here's how 
tiny Bic uses its expertise to muscle in on 
mighty Gillette's marketing strongholds 
November, 1976. p. 76 

Amana’s cooking up a storm — Biggest 
appliance advertiser in national media is 
now shooting for dominance in microwave 
ovens. December, 1976. p. 62 

How Colgate brand manager applied 
psychos Using psychographic segmen- 
tation studies, Doug Wright of Colgate 
found an unoccupied niche for Insh Spring 
in the deodorant bar soap market. De- 
cember, 1976. p. 70 
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As I See It Columns 
on Marketing by Joe Ostrow: 

Marketing and media men need to alert 
themselves to the importance of product 
protection as it relates to separation of 
commercials and advertisements. January, 
1976. p 72 

Optimism is okay, but marketers must 
also be realistic to establish marketing 
goals, priorize them, and relate them sen- 
sibly to the resources at hand. February, 
1976. p. 76 

An analysis of the relative values of push 
through vs. pull through marketing, and the 
related questions of trade partnership 
March, 1976. p. 82 

Media environment is a key factor in all 
media buys, and the professional 
mediaman must dig deep into editorial 
considerations, although not to the extent 
of editorial control. April, 1976. p. 74 

Test marketing is essential, but only 
when it’s done right, avoiding pitfalls of 
meaningless results and poor planning. 
May, 1976. p. 80 

Marketers have to be careful not to use 
broad common denominators in establish- 
ing their marketing targets: highly specific 
analysis of subsegments in geographic, 
demographic, and other profiles are essen- 
tial. June, 1976. p. 80 

The willingness to ask questions is a 
prime attribute of marketing thinking, and 
that marketer who is willing to drop his 
shyness about question asking is the one 
most likely to come up with the right plan 
development. July, 1976. p. 78 

Really professional new media planners 
are a scarce commodity; the rare media 
planner who knows his stuff is a strategist 
who sets true marketing goals and makes 
his media match them. August, 1976. p. 86 

Sales results may not be the ultimate 
measure of success, since there are too 
many variables that can affect the sales 
curve, and distort evaluations of marketing 
plan performance. September, 1976, p. 78 

Research is a valuable marketing tool, 
but it needs to be carefully evaluated in 
terms of its applicability, methodology, 
and accuracy: research for it’s own sake is 
a grave mistake. October, 1976. p. 80 

Clients and account people should be- 
ware of developing make-work projects for 
their media people; a marketing-oriented 
media person is best used as a problem 
solver, not a filler of orders. November, 
1976. p. 86 

Brand perspectives are too often not sub- 
ject to adequate future planning, with the 
result that flexibility, opportunity are fre- 
quently missed. December, 1976, p. 84 


MEDIA DEPARTMENT 


The media staffing problem **Train 


and promote,” is the refrain of industry 
sources who see attrition in junior media 
people as problem #1 facing media de 
partment builders and staffers. January, 
1976. p. 53 

Nine company media managers and how 
they fit - 
company media men and women size up 


How a representative group of 


their contributions to marketing decision 
making. March, 1976. p. 53 


Who's going in-house Lever, Nor- 
ton Simon, Sony, Singer are assigning 
more of their ad volume in-house. 52 
others are doing the same. May, 1976. p 
60 

Special report on brand managers 
—Brand managers are becoming more 
media-involved in an increasing number of 
companies. Media Decisions survey finds 
them gaining media know-how. June, 
1976. p. 55 

Going in-house isn’t a one-way street 
—New AAAA chairman Richard Christian 
predicts a return to the full-service fold by 
some defe~ting advertisers. July, 1976. p 
55 

The comeback trail — Media Decisions 
traces abrupt change in agency attitudes 
toward training. July, 1976. P. 68 

Pitching the media plan — Some star 
media presenters tell the secrets of their 
techniques in selling a media plan. Sep- 
tember, 1976. p. 70 

Growing pains — Campbell-Ewald finds 
itself experiencing growing pains in its 
6Sth year, and the media department is no 
exception. October, 1976. p. 74 


MEDIA PEOPLE 


What's Warren Bahr up to? Former 
Y&R executive vp, now marketing/media 
guru at Tony Isidore’s relatively new crea- 
tive shop, describes what he finds new in 
media — including new medium he helped 
invent. January, 1976, p. 60 

ANA media contest winners point to 
three problems: (1) Need for more facts 
about flighting (2) lack of education for 
media pros (3) how to crack P.O.’s 
magazine monopoly. January, 1976, p. 68 

Ed Roll’s first year — During his 
freshman year as president of ARF, Ed 
Roll really got initiated in the research bat- 
tlefields. Here’s how he made out. Feb- 
ruary, 1976, p. 68 

In magazine audience research does 
Politz hold the key? Paul Chook, now re- 
search head at Ziff-Davis, explains why he 


believes some nearly forgotten experiments 
provide the clue to good measurement of 
magazine audiences. April. 1976. p. 66 
Media maverick Dick Anderson is a 
media innovator. He likes the challenge of 
matching unique media approaches to 
products with limited markets. April, 
1976, p. 70 

**Going in-house isn't a one-way street." 
The new AAAA chairman Richard Chris- 
tian (also chairman of Marsteller) predicts a 
return to the full-service fold by some ad 
vertisers who have defected. July, 1976, 
p. 55 

RJR’s new product score Charles 
Tucker, vp-marketing, R. J. Reynolds To- 
bacco, tells how he introduces new prod- 
ucts sans broadcast media. August, 1976, 
p. 55 

Tenebruso’s media challenge — What 
do you do when you're asked by one of the 
nation’s most successful ad agencies to de- 
velop a media department that measures up 
to its creative? August, 1976, p. 70 

Garrett's Law — 3M’s marketing direc- 
tor Ross Garrett believes industrial adver- 
tisers should live by the same principles as 
consumer admen. September, 1976, p. 66 

Growing pains — Guest Editor Dick 
O'Connor, president of Campbell-Ewald, 
Detroit, explains the growing pains facing 
his agency and others in the media area 
October, 1976, p. 74 

Profile of a creative media man — Guest 
Editor Joe Ostrow of Y&R draws on 20 
years of experience to demonstrate how 
creativity can be applied to media plan- 
ning. December, 1976, p. 64 

124 Guest Editors — Issue-by-issue list 
of Media Decisions Guest Editors from 
December 1966 through December 1976; 
what they wrote about; where they are 
now. December, 1976. p. 117. 
Mediology Columns 
by Ed Papazian 

Media planning and buying are being 
given short shrift, as copy and creative 
have become everything in the minds of 
client and agency alike, and this disturbing 
trend shows signs of continuing. January, 
1976. p. 12 

Demographic selectivity is becoming the 
victim of expediency, as agencies throw 
together improvised creative research and 
refuse to pay attention to careful demo- 
graphic reasoning. February, 1976. p. 12 

Spot buying is one of the last bastions of 
the Capitalist system, providing buyer and 
seller alike with a flexible, highly negoti- 
able marketplace that they can mutually or- 
chestrate to suit the demands of their own 
profit centers. March, 1976. p. 12 
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Existing research provides cpm calcula- 
tions for buyers, but not the kind of indepth 
information needed to help planners do 
their jobs better. April, 1976. p. 12 

Frequently distribution needs to be 
looked at with more clarity and sense to 
give advertisers a more effective distribu- 
tion of exposures among the right pros- 
pects. May, 1976. p. 12 

Media analysts used to be able to predict 
ratings with far greater accuracy in the days 
of full sponsorship; now, this talent is 
something of a lost art, and advertisers are 
paying the price. June, 1976. p. 12 

Radio buyers need to look at total reach, 
instead of just average quarter hour listen- 
ership levels, but there are some obstacles 
that must be considered in the path to reach 
for radio. July, 1976. p. 12 

Television prices soar, because adver- 
tisers feel they have no alternative to “‘the 
tube’’; solution: explore other media, and 
use television itself more effectively. Au- 
gust, 1976. p. 12 

Television audience ratings are really 
selling tools, not a true analysis of the 
medium, and there is little likelihood that 
they will improve, until competitive pres- 
sure forces the networks to provide finer, 
more precise viewing data. September, 
1976. p. 12 

There’s been a lot of talk about a fourth 
network, but there are many negatives that 
won't be overcome, unless advertisers 
throw enough financial support behind the 
concept. October, 1976. p. 12 

Working women are not the exclusive 
property of magazines, all of whom swear 
that tv is not the way to reach this group; 
television has its slice of the pie and should 
be considered in the working woman media 
mix. November, 1976. p. 12 

Radio could be better analyzed — and 
profit itself — by better, finer audience in- 
formation. December, 1976. p. 12 


NEWSPAPERS 


Sunday supps get big promotion jobs 
—This year, they've signed up a $2 million 
year-round corporate campaign and had 
some whopping successes last year on 
products varied as autos and banana splits 
to crow over. January, 1976, p. 62 

Newspapers’ ABC Data Bank — What it 
isn’t. . . and what it is. Both ABC and the 
newspapers are worried about misinterpre- 
tation of the first Summary Report. Feb- 
ruary, 1976, p. 58 

Newspapers’ $1,142,085,000 — First 
and exclusive publication of Media Rec- 
ords estimates of natienal advertisers’ 


newspapers expenditures in 1975. Totals 
by classification and company. July, 1976, 
p. 64 

NEWSPAPERS: Now it’s target market 
coverage — The newspapers’ direct mail 
media mix may soon be a nationwide facil- 
ity that can identify non-subscribers and ex- 
tend coverage. September, 1976, p. 64 

How 12 agencies view newspapers 
—How 12 agencies with 38% of national 
newspaper dollars view the medium. Sep 
tember, 1976, p. 70 


As I See It 
Newspaper columns by: 

Roger Bumstead — The general com- 
placency of newspapers comes under at- 
tack. January, 1976, p. 78 

John Meskil — Newspapers are deserv- 
ing of some criticism (1} because of their 
column page change and (2) because of 
huge rate increases. 

Sheldon Taule — When selecting media 
alternatives to television there are six posi- 
tive values associated with newspapers to 
be considered. March, 1976, p. 88 

Frank Carvell — The increased use of 
the impersonal computer in processing in- 
voices and billing with a concomitant de- 
crease in personnel are causing problems in 
buyer seller relations. April, 1976, p. 80 

Jim Barker — Newspapers are seen as a 
humanizing force in a world where the lack 
of communication has proved a colossal 
negative. May, 1976, p. 86 

Dan Borg — The negative image held by 
national buyers of newspapers is a hin- 
drance. June, 1976, p. 82 

Louis Crossin — The 4A’s need to con- 
tinue their monthly newspaper committee 
meetings now more than ever. July, 1976, 
p. 84 

Dave Arnold — Real issues of complaint 
about newspapers come up — one is the re- 
luctance of some papers to conduct re- 
search and join ABC Data Bank for fear 
their competitors might look better. Au- 
gust, 1976, p. 80 

Roger Bumstead — Three disparate sub- 
jects about newspapers are discussed: (1) 
Newspapers seem to ignore positioning re- 
quests by national advertisers (2) They are 
missing the boat when it comes to brand 
building advertising. (3) 90% of the 
finished rop work looks better than when it 
left the agency. September, 1976, p. 80 

John Meskil — The suggestion is thrown 
out that total market coverage may be the 
answer to newspaper circulation losses. 
October, 1976, p. 82 

Sheldon Taule — Newspapers salesmen 
are failing to convince corporations that 


their medium is as *‘mass”’ and effective as 
television. November, 1976, p. 88 

Frank Carvell — The Sunday comics act 
as a medium within a medium and deliver 
wide market coverage. December, 1976, 
p. 86 


OUTDOOR 


Outdoor’s AMMO — How an IOA 
simulation model is helping outdoor plant 
operators match the sophisticated reach and 
frequency printouts of national media. Au- 
gust, 1976, p. 72 


As I See It 
Outdoor Columns by: 

Robert Flood - 
library can be collected for about $40 per 
year. January, 1976, p. 80 

Bob Woods — There was a good repre 
sentation of talent from advertiser, agency, 
media and marketing services at the annua! 
Traffic Audit Bureau Convention. Feb 
ruary, 1976, p. 82 

Henry Prasse — Transit advertising of 
fers economy, flexibility and dominance 
March, 1976, p. 86 

Bernie Stolbof — The ‘‘take it or leave 
it’’ attitudes of many plant operators can 
hardly help increase or maintain customers 
April, 1976, p. 78 

Robert Flood — The Highway Beau- 
tification Act of 1975 accomplished with 
the help of the Outdoor Advertising As- 
sociation promulgate a law that controls the 
outdoor industry but dees not prohibit it. 
May, 1976, p. 78 

Bob Woods — If tobacco advertising is 


A good basic outdoor 


allowed once again cn broadcast, its effect 
on the outdoor industry could be a decline 
in revenue for the outdoor industry. June, 
1976, p. 82 

Henry Prasse — New York City sub- 
ways offer fine penetration of the metro 
area at a reasonable cost per thousand 
July, 1976, p. 88 

Bernie Stolbof — Further research is 
suggested to follow up on the new AMMO 
data. August, 1976, p. 84 

Robert Flood — A eulogy of Jacob 
Starr, one of the foremost creators of cus- 
tom electric signs. September, 1976, p. 84 

Bob Woods — Students are most in- 
terested in the creative challenge of = 
door. October, 1976, p. 92 

George Furphy — Out-of-home rules of 
thumb can give you trouble when applied 
to specific markets. November, 1976, p. 80 

Bernie Stolbof — Plant operators, 
agencies and advertisers are not given 
sufficient opportunity to discuss each 





other’s aims, needs, problems, frustrations 
and capabilities. December, p. 90 


RADIO 


Radio’s Ugly duckling — Today fm en- 
joys near parity with am in tune-in capabil- 
ity. Buyers say fm already has what it takes 
to match most advertiser needs. April, 
1976. p. 56 

ARMS II, will it lift radio in the media 
mix? — RAB's new multi-media study 
may be just what radio needs to sell na- 
tional spot. It provides buyers with never- 
before-available data on how to improve a 
media mix. June, 1976. p. 60 


As I See It columns 
on radio by: 

Sheldon .aule — New Arbitron infor- 
mation showing that radio's total audience 
is 35% bigger than usually estimated comes 
as no surprise. January, 1976. p. 78 

Larry Dexheimer — Radio may be giv- 
ing away its single most important advan- 
tage (controlled local coverage) if it yields 
to pressure to attempt ADI-based selling 
approaches. February, 1976. p. 84 

Jim Barker — Radio sellers may be 
tempted to increase their inventory by 
abandoning the :60-second spot; but they 
will be eroding the effectiveness of the 
medium, if they do. March, 1976. p. 90 

Dan Borg — Radio buyers are not 
sufficiently sensitive to the editorial envi- 
ronment of the medium, which can rub-off 
to the benefit or detriment of their products. 
April, 1976. p. 82 

Larry Dexheimer — The station cume 
concept is gaining greater and greater 
vogue in the business; but its true value is 
out of all perspective with the current fash- 
ion. May, 1976, p. 86 

Dave Amold — Radio is a hard-to-buy 
medium that requires the buyer beware of 
the pitfalls of audience data limitations, as 
well as ratings. June, 1976. p. 80 

Roger Bumstead — Radio is in a boom 
phase that has brought about station pre- 
emptions and reduced opportunity for rave 
negotations. July, 1976. p. 86 

John Meskil — Radio's riding high this 
year, but there's trouble in its future. Au- 
gust, 1976. p. 80 

Sheldon Taule — Radio’s five hot spots: 
1. poor perception of radio prices; 2. still 
no satisfactory source for local market au- 
dience measurements, 3. inability of ad- 
vertisers to use the medium creatively; 4. 
networks still avoid clearance question; 5 
highly suspect station scheduling practices 
September, 1976. p. 80 

Frank Carvell Radio sellers are be- 
ginning to adopt television's “‘grid card” 
as a selling tool. The results appear favor- 
able. October, 1976. p. 90 


Jim Barker — Custom radio networks 
are here to stay. Question: how do we use 
them? November, 1976. p. 86 

Dan Borg — National buyers can take a 
lesson from the judgment and expertise of 
local radio users, who must live with sta- 
tion results. December, 1976. p. 88 


RATES 


ANA update on agency compensation 
—New survey by ANA exhibits variety of 
compensation methods used by its mem- 
bers. May, 1976, p. 118 

Update on women’s magazine ad rates 
— Eight of the general women’s magazines 
are revising ad rates. Here’s the lineup. 
June, 1976, p. 62 

What will media cost in 1977? Sixth an- 
nual media cost survey by MEDIA DECISIONS 
shows costs up 8.5% overall in 1976 in 
nine-media mix, due to rise another 13.5% 
in 1977. August, 1976, p. 55 

Scorecard of magazine rate changes 
—Survey of 75 magazines shows trend 
overwhelmingly up. Rate of increase: up 
six to nine percent for most books. Oc- 
tober, 1976, p. 68 

Three year media look-ahead — Six 
panelists at MEDIA DECISIONS’ 10th An- 
niversary Seminar pinpoint media trends 
and ways media will be used through the 
balance of the 1970's. December, 1976, 
p. 57 


RESEARCH 


What's wanted in tv/radio research 
—Problems are: agencies, reps, media 
don’t agree on improvements that could be 
made; researchers don’t believe they'll pay 
for new services; outlook is for few — if 
any — breakthroughs. January, 1976, p. 
56 

Media Imperatives 
new measure of tv vs. magazines. Here's 
what it is and how the first agency and ad- 
vertiser experts who have seen it assess its 
usefulness. March, 1976, p. 60 

We live on facts The imporiance of 
digging out every bit of relevant informa- 
tion on markets and media is emphasized 
by Guest Editor Ed Fitzmaurice. April, 
1976. p. 72 

In magazine audience research does 
Politz hold the key? Paul Chook, now re- 
search head at Ziff Davis, explains why he 
believes some nearly forgotten experiments 
provide the clue to good measurement of 
magazine audiences. April, 1976, p. 66 

DIRECTORY OF TOP 200 ADVER- 
TISED BRANDS — Alphabetical index on 
page 122; Q&A about top 200 brands, page 
124; total expenditures in eight major 
media combined 1972-1975, page 126; di- 
rectory and profiles of each brand, starting 
on page 134. July, 1976, p. 122 


This is Simmons’ 


The comparison game — What is a 
magazine, newspaper, radio, or outdoor 
impression worth as compared with a tv 
impression? No one knows for sure, but 
everybody’s trying to find out. November, 
1976, p. 64 


As I See It 
research columns by: 

Ira Weinblatt — Here’s what media re- 
search does and does not need from media 
salesmen. January, 1976, p. 76 

Phil Shiffman — The question of 
whether or not the industry wants an eight 
week sweep and how it can be im- 
plemented at a reasonable cost hzs resur- 
faced. Feb. 1976, p. 72 

Bernie Guggenheim — Not much im- 
provement will be seen if the ARF confer- 
ences aren't better represented. March, 
1976, p. 80 

Helen Johnston — Grey's research on 
working women indicates that there is little 
marketing reason for singling out working 
women as one homogenous group. April, 
1976, p. 84 

Ira Weinblatt — Less time can be spent 
researching magazines without impairing 
the quality of the buys. May, 1976, p. 74 

Phil Shiffman — It is possible that elec- 
tronic innovations can be used to improve 
audience measurement techniques. June, 
1976, p. 84 

Bernard Guggenheim — take the time 
out to re-educate yourself with regard to the 
media business. July, 1976, p. 78 

Helen Johnston — Tv stations give pres- 
entations extolling the virtues of their mar- 
kets for testing but neglect any media con- 
siderations. August, 1976, p. 78 

Phil Shiffman — With television costs 
rising new research methods are needed to 
validate altemate media. September, 1976, 
p. 82 

Gabe Samuels — The current problems 
in the research area may be just what is 
needed to get solutions to even more basic 
questions of advertising effectiveness. Oc- 
tober, 1976, p. 84 

Bemard Guggenheim — All too often in 
the planning and buying of national media 
the fact that media deliver communication 
weight to individual markets in an unequal 
manner is forgotten. November, 1976, 
p. 72 

Phil Shiffman — Color tv and the use of 
communication effectiveness data have 
helped to counter-balance clutter. De- 
cember, 1976, p. 80 


TELEVISION 


TRW who? — Bob Lundy and his man- 
agement were shocked at lack of awareness 
of their company in Yankelovich survey 
Here's how they used tv to solve their prob- 
lem. January, 1976. p. 66 





TV indies at a cross roads — Question 
is: Should the independent tv stations jump 
into the first-run programing free-for-all? 
Agency media experts hope they will. Feb- 
ruary, 1976. p. 66 

Roundtable #12: Advertiser view of the 
tv nets — Seven-man panel assembled by 
Charles Harding of Coca-Cola Foods digs 
into hard questions facing network tv ad- 
vertisers. March, 1976. p. 64 

Pricing paradox in daytime net tv 
—Although audience has slid, prices keep 
going up. Buyers are disturbed but will 
probably go along. April, 1976. p. 68 

TV syndication: li puts you in the driv- 
er’s seat —- That’s the view of Buck 
Buchanan, J. Walter Thompson's senior 
man in charge of media. He considers 
syndication a sure route to control of pro- 
gram environment. June, 1976. p. 70 

The British are coming — 200 years 
later British are storming Manhattan. This 
time via week-long “‘pilot’’ showing of 
Thames TV's programs and commercials 
on commercial television. July, 1976 
p. 120 

What are our options? — Media Deci- 
sions interviews 14 agencymen in 18 mar- 
kets to get their views on alternatives, if 
any, to increased tv costs. September, 
1976. p. 57 

Roundtable #13: Are tv rates too low?— 
Panelists decry breakdown in tv/buyer 
relations. Reaffirm faith in supply/demand 
marketplace, anyway. October, 1976 
p. 59 

The comparison game — What is a 
magazine, newspaper, or radio impression 
worth as compared to a tv impression? No 
one knows for sure, but everybody's trying 
to find out. November, 1976. p. 64 

He wiped out a media misconception 
—When Don Martin of Ralston Purina 
leamed that his agencies weren't buying 
independent tv stations, he staged a confer- 
ence to correct the wrong impressions. De- 
cember, 1976. p. 68 
As I See It columns on 
television by: 

Jim Barker — Stations should have to 
justify high-priced packages by showing 
advertiser how choice his “‘prime’’ spots 
really are. January, 1976. p. 78 

Dan Borg — Time for advertisers to hold 
the line on additional tv clutter by resisting 
the new three-second identification on 
ABC’s prime time programs. February, 
1976. p. 82 

Lois Seiden — Television is not the ex- 
clusive enclave of big ticket advertisers: 
there’s room for the smail fry as well. 
March, 1976. p. 90 

Dave Arnold — Television format 
changes have helped to reduce clutter, but 
too many promos still abound. April, 1976. 
p. 72 


Roger Bumstead — If alternatives are 
your answer to rising tv costs, here are 
some checkpoints to consider on your way 
to the switch. May, 1976. p. 84 

John Meskil — Television faces some 
tough challenges in the year ahead, and 
may even face a number of defections 
among disappointed advertisers. June, 
1976. p. 76 

Sheldon Taule — Rising television costs 
are not without merit; they stimulate 
supply-demand marketplace. July, 1976. 
p. 84 

Frank Carvell — Television is a one- 
of-a-kind medium that can’t be avoided, 
but there are some significant problems to 
be tackled. August, 1976. p. 76 

Jim Barker — The real culprit in the ris- 
ing tv cost situation is the national adver- 
tiser who never protected himself by asking 
for intelligent alternatives in the first place. 
September, 1976. p. 87 

Dan Borg — Dark Horse of the industry 
is the television independent, who bears 
watching by the national advertiser. Oc- 
tober, 1976. p. 90 

George Rosenkranc — The biggest 





Guest Editors for 1976 


January — Robert Lundy, corpo- 
rate ad vp, TRW, Cleveland. 
February — Emanuel Klein, se- 
nior vp-corporate media director, 
W. B. Doner, Baltimore, Detroit. 
March — Charles Harding, ad- 
vertising and sales promotion, 
Coca-Cola Foods, Houston. 
April — Ed Fitzmaurice, senior 
vp-media, Humphrey Browning 
MacDougall, Boston. 

May — Jeffrey Rochlis, director 
of marketing, Aurora Products 
Corp., Long Island. 

June — Buck Buchanan, senior 
vp media, J. Walter Thompson, 
New York. 

July — Doris Shaw, senior vp, 
advertising director, Saks Fifth 
Avenue, New York. 

August — Bill Tenebruso, senior 
vp-media, Wells Rich Greene, 
New York. 

September — Ross Garrett, 
executive director, marketing 
services, 3M, Minneapolis. 
October — Dick O'Connor, 
president, Campbell-Ewald, De- 
troit. 

November — Sam Dowdy, vp- 
marketing, Monsanto, St. Louis. 
December — Joe Ostrow, senior 
vp and director of communica- 
tions services, Young & 
Rubicam, New York. 











question of all about television is: how well 
does it work in relation to other media as a 
sales tool? Nobody has come up with the 
answer. November, 1976. p. 90 

Dave Amold — This was a bad year for 
tv buyers, but it taught some good lessons. 
December, 1976. p. 80 


BRAND REPORTS 


Brand report No. 4: Liquor — 
industry's media strategies and tactics 
when the recession led to down-trading 
Now brand leaders seek new customers 
among young adults. January, 1976, p. 108 

Brand réport 5: Passenger cars — Spend- 
ing patterns broke with tradition in 1975 
They came un-hinged from unit sales, were 


Liquor 


often concentrated on introductions and 
roll-outs. February, 1976, p. 129 

Brand report 6: Beer and Wine — Net- 
work tv is base medium as brewers and 
wine merchants consolidate national busi- 
ness. Some brands use magazines and 
radio. March, 1976, p. 131 

Brand report 7: Insurance — Television 
remains base medium for life insurance ad- 
vertisers, but some are using other media to 
adjust to current marketing needs. April, 
1976, p. 127 

Brand report No. 8: Coffee and tea 
—General Foods and Nestle increase use of 
national media. P&G ponders a new prod- 
uct entry. Magazines get more coupon and 
price promotion. May, 1976, p. 140 

Brand report 9: Television & hi-fi — 
Spot tv, consumer magazines and news- 
papers are the dominant media for televi- 
sion set and hi-fi component marketers 
The big move to these media started in 
1975. June, 1976, p. 119 

Brand report 10: Cosmetics — Why 
cosmetic advertisers shifted from 
magazines to tv and may be shifting back 
again in the 1976/77 season. August, 1976, 
p. 113 

Brand report 11: Travel — Newspapers 
and radio, among regional media, continue 
to be the mainstay of airlines, but 
magazines are sustaining national medium 
September, 1976, p. 161 

Brand report 12: Cigarettes — Cigarette 
media expenditures are approaching $400 
million as new product introduction once 
more becomes a marketing tool. October, 
1976, p. 141 

Brand report 13: Apparel — Big ticket 
advertisers in the apparel industry (LNA 
lists $131 million in media expenditures in 
this category) are focus in this report. 
November, 1976, p. 129 

Brand report 14: Sporting Goods — A 
few national advertisers dominate this di- 
versified market. The media strategy is 
often regional, with print as the national 
medium. December, 1976, p. 123 @ 
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Editorial 


Index 


BUSINESS 
PUBLICATIONS 
1970 


Special Report on the °’70’s—pre- 
dictions about media and marketing. 
January, p. 41 

Who wants unit counts?—how 
much information is available on units 
reached by business media. March, p. 
40 

Millions of Jim Mitchells for sale— 
analysis of five packages offered by 
publishers consisting of all their trade 
papers. April p. 48 

Special Report: COLOR—research, 
quality and costs in several major 
media. July, p. 48 

ABC accepts controlled business 
papers, but—only those sent by mail 
and 70% requested. August. p. 32 

Who wants to be an old fogey?— 
U.S. Steel augments their trade adver- 
tising with a corporate campaign to 
change image. October, p. 42 

Jim Kobak: Magazine money 
man—nominally an accountant, he’s 
actually J. K. Lasser’s expert on maga- 
zine financial management. November, 
p. 40 

Special Report: Concentration— 
ways to hit segmented markets hard 
with major media. November, p. 44 


1971 


John Morrill’s ad_ effectiveness- 
studies of business paper advertisers. 
Do they ring true? January, p. 44 


Special report: UPDATE 1970-71. 
Margaret Mead, Sesame Street, and 
the underground press by Fred 
Wittner. January, p. 70 


How KM&G picks trade papers— 
Jim Shelby, a media planner at 
Ketchum, MacLeod & Grove in Pitts- 
burgh has a model for trade paper 
evaluation. 


1970-1975 


1972 


Cowles: the inside look — Trade 
paper editor Don Gussow sold his 
Magazines for Industry to Cowles 
Communications. Then he bought it 
back and wrote a book. Here’s what he 
said. May, p. 52 

Can a sample be an audit? — A 
business paper test of job titles, per- 
mitted by the Audit Bureau of Circu- 
lation leads to controversy among the 
business press. June, p. 56 

Business magazines are only half 
sold — Guest editor Clem Kohlman of 
Americam Cyanamid makes a strong 
pitch for Simmons-type research of 
trade papers. Nov., p. 58 


1973 


So you're the fellow in the ad! — 
Lukens Steel’s personalized trade paper 
campaign has been opening doors for its 
salesmen without order books. March, p. 
48 

Drum beater — As senior vp of GAF, 
Juliette Moran’s influence is industry- 
wide. In this interview, she tells why she’s 
one of business papers staunchest sup- 
porters. July, p. 62 

*‘Judge a business book by its content’’ 
— Peller — JWT business magazine 
specialist says this is key to picking busi- 
ness media. November, p. 66 


1974 


SPECIAL REPORT: Shopper's guide to 
merchandising trade publications — Major 
‘markets and media that a “‘typical’’ trade 
merchandising specialist must know about. 
The buyer's view. How five advertisers use 
trade books. The 
January, p. 107 

How Wall Street woos the public 
Troubled finance market prompts brokers 


publishers’ view 


to re-target their ad media toward the indi- 


vidual investors and to vary their media 
mixes. June, p. 54 

How Sherm and Sheldon pick Crane's 
35 trade magazines — When there are over 
200 books to choose from how do you con- 
centrate your shots? November, p. 68 

Cost of ad production — Don Dodge, vp 
Black-Russell-Morris, has an answer to Al 
Ries’s worry about the high cost of busi- 
ness magazine ad production. November, 
p. 110 

Year of flexibility, 1975 — A three-part 
forecast prepared by the MEDIA DECISIONS 
staff. December, p. 53. Part | — Key 
words for the new year are flexibility, ac- 
countability, and concentration, p. 54. Part 
2 — Business press is optimistic. Con- 
sumer magazines are off to a good start 
Newspapers pitch their flexibility. Outdoor 
has some recession proof clients, p. 56 


1975 


How CCB buys for an industrial client 
— Creamer Colarossi Bastord threw away 
the book on how to pick media for an in- 
dustrial client. Since then it’s found a place 
for the one-book business publication buy 
as well as ‘tv and radio. March, p. 66 

Can ad sell be measured? — New 
McGraw-Hill research is designed to mea- 
sure five of seven steps to a sale. How it 
works. What business paper advertisers 
think of it. June, p. 82 

Help the client do his homework — Get- 
ting essential information trom clients who 
utilize business media is an absolute must, 
says Rodd Grimm of Doyle 
Bernbach. December, p. 64 


Dane 


As I See It columns on 

Business Magazines 

by Fred Wittner 1970 
A selective medium doesn’t have to 

appeal to everyone. January, p. 62 
Predictions for the 70°s. Feb., p. 50 
An unusual number of media incen- 





tive plans are available this year. 
March, p. 56 

More incentive plans continued 
from last month. April, p. 56 

Most business publication promo- 
tion is mediocre. May, p. 52 

Direct mail promotions can be effec- 
tive or ridiculous. June, p. 66 

Grover Logan’s thoughts on promo- 
tion. July, p. 58 

Audit’s importance declined be- 
cause of reluctance to include non- 
paid media. August, p. 58 

Second part of Grover Logan's 
analysis of business publication promo- 
tion. September, p. 54 

Favorable review of “How Industry 
Buys.” October, p. 56 

Several foolish misconceptions 
about the business press are spreading. 
November, p. 78 

Problems confronting print are in- 
flation, erratic postal service, and tv- 
biased, young agency people. Decem- 
ber, p. 68 


Business Magazines 


by Fred Wittner 1971 


Improvements in editorial; 4-color 


a mixed blessing. February, p. 60 

Press agentry and public relations 
are not always dirty words. March, p. 
61 

“The American Edge” is what busi- 
ness magazines should give American 
business May, p. 74 

Circulation is important. But not at 
the sacrifice of communicating in- 
formation from where it is to where it 
is needed. June, p. 52 

“Why are business papers the first 
to suffer when budgets are cut?” Ads 
are pulled by management not into 
marketing. July, p. 58 

Probably the greatest enemy of the 
business press is opportunism. Trade 
and industrial media don't appeal to 
the “bigger bang for a buck guys.” 
August, p. 60 

It’s still up to the business magazine 
industry to sell itself to business. All 
must pitch in for it is a real matter of 
survival. September, p. 78 

An Arthur D. Little study, commis- 
sioned by the ABP, shows that trade 
advertising is effective, and lists other 
studies that have found the same 
thing. October, p. 80 

New specialized business magazines 
continue to come out to serve special 
audience needs. An example of one 
that seems worthwhile, Pro-Law. 
November, p. 52 

A salute to a unique new business 


magazine with a first anniversary, 
Black Enterprise. December, p. 61 


1972 
Business Magazines by: 


Fred Wittner — Why isn’t compar- 
ability pursued for business publica- 
tions across the board rather than by 
field. Jan., p. 54 

Fred Wittner — Mother Earth 
News, a new entry into the magazine 
field, has made a great deal of inter- 
esting headway. Feb., p. 54 

Fred Wittner — Things are looking 
reasonably good in the business press 
world, but let’s not get over enthusi- 
astic because they're not necessarily a 
bed of roses. March, p. 62 

Fred Wittner — Is a business mag- 
azine a good advertising end in itself? 
April, p. 70 

Fred Wittner — The farm books 
are growing and are strong advertising 
vehicles. May, p. 72 

Fred Wittner — We need uniform 
demos on business press readers and 
fast — for viable ad buys in the books 
June, p. 64 

Al Ries — Four reasons why you 
should favor direct billing. July, p. 76 

Larry March — The question of 
positioning business publications is 
reviewed. August, p. 77 

Al Ries The confusion in busi- 
ness papers is reviewed as well as a re- 
quest for a true definition of the term 
“business paper.” Sept., p. 76 

Larry March — The evolution of 
business magazines has been an in- 
teresting history. Discussed this month 
are the unfor*z.iate histories of the 
cut-rates, two-for-ones, and other un- 
usual and unworkable bargains. Oct., 
p. 74 

Al Ries — The core audience is es- 
sential to the acknowledgement of an 
idea if it is to be accepted by the gen- 
eral public at a later date. Nov., p. 62 

Larry March — The BPA intro- 
duced some new tools which can be 
useful to the industrial media buyer. 
Dec., p. 68 


1973 


Al Ries — The white knight for the BPA 
stresses the importance of audited business 
publications. January, p. 64 

Larry March 
managers are seeking ways to determine 


Industrial advertising 


the value of their business/trade media in- 
vestments. February, p. 67 

Al Ries 
lications lies in their ability to isolate an 


The strength of business pub- 


industry by refined circulation. This selec- 
tivity rather than increased circulation is 


the answer to promoting today’s business 
magazines. March, p. 79 

Larry March — The selling tools of the 
trade/business press are examined and 
evaluated. April, p. 68 

Al Ries — The audited business publica- 
tion buy offers more of a guarantee than a 
non-audited one. May, p. 102 

Larry March — There has been a break- 
through in the universe identification of 
business publications. June, p. 98 

Al Ries — When an agency or advertiser 
is planning to buy a business publication 
they would save considerable time by limit- 
ing their choices to those that are ABP 
qualified. July, p. 76 

Larry March — There have been nine 
specific improvements in the trade press 
business. August, p. 74 

Al Ries — Should ‘industrial advertis- 
ing’’ have a new name? September, p. 82 

Larry March — The AIA Media Data 
Forms need revision. October, p. 94 

Al Ries — The ABP issued the first de- 
tailed, comprehensive study of advertising 
pages and revenue going into the unaudited 
business publications. November, p. 96 

Larry March — The latest group of bus- 
iness magazine studies have been done in 
such a way as to make them uncertain 
measurements for th business press. De- 
cember, p. 84 


1974 


Al Ries — The disappearance of farm 
publications as a separate media category 
and the emergence of strong farm-oriented 
business publications is a sign of strength 
not weakness. January, p. 78 

Larry March — Here are some subjec- 
tive ways to judge the editorial content of 
business magazines. February, p. 74 

Al Ries 
dardized page size. March, p. 74 


The call is out for a stan- 


Larry March — Review the use of direc 
tories and catalogs; they deserve more than 
a passing glance. April, p. 78 

Al Ries - 
more efficient and inexpensive means to 


Business magazines may be a 


communicate. May, p. 80 

Larry March — With the number of new 
business publications growing rapidly, the 
sales representative is more important than 
ever. June, p. 72 

Lois Seiden — Continuing proliferation 
of publications, paid versus controlled cir 
culation and staff versus contributing writ- 
ers are among many issues unresolved in 
business press. July, p. 92 

Larry March Business association 
publications represent an excellent adver 
tising medium solely in need of develop- 
ment by publishers. August, p. 66 

Al Ries 
undermining advantages of being the lead- 


High cost of ad production is 


ing publication, since advertisers will buy 





space in more than one publication just to 
lower percentage of non-productive ad in- 
vestment. September, p. 93 

John Lamson — Growing cost of sales 
calls makes use of business press a smarter 
investment than ever in many cases of new 
product introduction. October, page 80 

Larry March — Means should be found 
to increase advertiser participation in BPA 
comparability studies if publishers are to 
believe time .nd money spent is worth- 
while. November, p. 80 

Wes Rosberg — Industry is making mis- 
takes in overlooking audit bureaus. De- 
cember, p. 70 


1975 


Larry March — With the economic 


downturn taking advertising revenues and 
reading time away from business publica- 


tions, publishers must clearly establish 
their priorities for the year ahead. January, 
p. 78 

John Lamson — Advertising inquiries 
are a valuable tool — as actual sales leads, 
to determine the most logical markets for a 
manufacturer, or to uncover new product 
applications. February, p. 68 

J. Wesley Rosberg — Aithough business 


publication research in the past has war- 
ranted severe criticism most magazines are 
turning Out some superbly useful pieces of 
research. March, p. 72 

Larry March — With ‘‘Restaurant Busi- 
ness’ having produced one of the finest 
audits in the field following the false state- 
ment that resulted in its expulsion from 
BPA, those advertisers who adopted a wait 
and see attitude have vindicated the con- 
servative approach to such situations. Ap- 
ril, p. 80 

John Lamson — The company that has 
continued to effectively communicate dur- 
ing an unstable economy will be in a rela- 
tively stronger position competitively once 
the economic climate improves. May, p. 
86 

J. Wesley Rosberg — Business 
magazine salesmen have become good 
marketing men who come to their clients 
armed with good market information and 
research. June, p. 88 

Larry March — Trade papers and com- 
panies are proving a big help in obtaining 
responses to new research. July, p. 77 

John Lamson — Most business publica- 
tions should recognize that a simple, direct, 
formal presentation can be extremely effec- 
tive and economical. A long-winded pres- 
entation can leave a bad impression that 
may last for years. August, p. 82 

J. Wesley Rosberg — Judging from 
conversations at industry meetings, 1976 
will be a year of many changes for business 
press. September, p. 76 


Larry March — Some things can be done 
to prevent some of the hard feelings that 
arise in trade paper make-goods. October, 
p. 86 

John Lamson — A recent American Bus- 
iness Press survey shows that most firms 
increased ad dollar volume during the first 
six months of 1975, despite the recession. 
November, p. 72 

J. Wesley Rosberg A substantial 
number of business paper publishers as 
well as many other publishers of news and 
management publications are guilty of 
dangerously weakening their positions in 
the market place through the drastic reduc- 
tions of sales staffs. December, p. 70 


CONSUMER MAGAZINES 
1970 


Special Report on the 70’s—pre- 
dictions about media and marketing. 
January, p. 41 

How Joe saw it—excerpts from Joe 
Culligan’s book about his adventures 
as president of Curtis Publishing. 
February, p. 36 

What happens when they read you? 
—Al Petcavage of Doyle Dane Bern- 
bach wants more behavioral research 
by magazines. February, p. 38 

Print’s ambassador at-large—John 
Tyler of Crown Zellerbach sells the 
value of print to media buyers. April, 
p. 50 

Are magazine rates being kicked 
around?—a MEDIA DECISIONS survey 
survey shows that only discounts are 
offered, available to all. May, p. 27 

The great confrontation—how tv 
answers the Life/General Foods Study 
findings; comments, charges and coun- 
ter-charges. June, p. 29 

What makes seven woman’s books 
click?—each editor’s personal analysis 
of whom he’s trying to reach, how the 
audience is changing, and how each 
book differs. June, p. 36 

Pick your target in magazine demo 
editions—a report on demographic 
editions. July, p. 34 

Help me hit the bullseye—Craig 
Moodie of Armstrong Cork wants to 
match life-styles of prospect groups to 
magazine audiences. July, p. 44 

Special Report: COLOR—research, 
quality and costs in several major 
media. July, p. 48 

How advertising made Nick a big- 
time publisher—how Psychology To- 
day was born and raised. August, p. 
46 

Where do you draw the line?—re- 
actions by agencies, advertisers and 


media to increasingly permissive ad 
copy. September, p. 44 

Magazines: Is the big page size 
doomed?—now that McCall's is cut- 
ting down to standard size, will other 
books follow suit? November, p. 32 

Jim Kobak: Magazine money man 
—nominally an accountant, he’s actu- 
ally J.K. Lasser’s expert on magazine 
financial management. November, p. 
40 

Special Report: Concentration— 
ways to hit segmented markets hard 
with major media. November, p. 44 

How seasonal are magazine audi- 
ences?—Simmons findings on season- 
ality of magazine reading, tv viewing, 
etc. December, p. 46 


1971 


Special report: UPDATE 1970-71. 
The changing nature of print by Jules 
Fine. January, p. 56 

What’s ahead for Life and Look?— 
Changes in circulation, rates, and edi- 
torial appeal of these two magazines. 
February, p. 40 

Paperbacks now have a rate card. 
Jack Hughes and partners explain new 
medium. February, p. 48 

“You can’t tell the players without 
a scorecard”—-Everything about pro- 
gram advertising. Lincoln Center, Sat- 
urday Review, Moviegoer, etc. July, 
p. 46 

Available but not free; magazine 
merchandizing—MEDIA DECISIONS 
look into what's available where—and 
how advertisers use what's available. 
August, p. 46 

Wrangler’s with it (radio and mag- 
azines, that is)—-How Norb Considine 
concentrates his ad dollars in two 
selective media. September, p. 44 

They serve the cities—The city 
magazine publishers can show circula- 
tion growth, good demographics, and 
rising Starch scores. September, p. 56 

Magazine roundtable: “Don’t Kill 
My Ad”—Magazines have what no 
other medium can touch—high quali- 
ty reproduction on the printed page. 
But can they maintain it? October, p. 
42 

Linda’s scratch and sniff campaign— 
How preduct manager Linda MaclIn- 
nes of Bristol-Myers switched her bath 
oil brand from tv in order to make 
novel use of magazines. November, p. 
46 

Those special special-purpose edi- 
tions—spin-offs of consumer maga- 
zines on an annual or semi-annual 
basis are lined up for inspection. De- 
cember, p. 48 





1972 


Magazine regionals — circa 1972 — 
One dollar in six spent on magazines 
buys regional editions. Here’s a look 
at who's buying and what they get. 
Feb., p. 42 

New book research — What does a 
publisher do if his book is too new for 
a Simmons study? May, p. 62 

Those flexible supps — As three 
giant advertisers plan their use of Sun- 
day supplements, MEDIA DECISIONS 
peeks over their media-planning shoul- 
ders. May, p. 46 

The new ones — What's new in the 
consumer magazine field? MEDIA DE- 
CISIONS lines them up for your inspec- 
tion and tells who's buying. May, p. 56 

The exploding sports scene — A 
look at sports magazines and newspaper 
sports sections. Who's buying, what's 
for sale. June, p. 46 

Those store distributed magazines 
— The store books are in a special 
circulation, bought one copy at a time 
at the checkout. August., p. 54 

The king-size magazine page — 
Why some advertisers still find the 
big page in consumer magazines a 
needed advertising medium. Oct., p. 62 

A page for the pitch a column for 
the facts — This is one solution to the 
current hue and cry for more informa- 
tion in ads. It started in medical books; 
now it is being used in general maga- 
zines. Nov., p. 48 


1973 


General Foods’ tv-magazine study three 
years later — Says GF’s media services 
director Archa Knowlton: ‘‘We realize 
now that the American woman’s involve- 
ment with magazines we can’t bypass.”’ 
February, p. 50 

Exclusive: First TGI tallies — First re- 
lease of copyrighted TGI data ranks top 
magazines with largest total audiences, 
most men, most women. February, p. 54 

A magazine expert looks at single copy 
sales — He’s 25-year veteran in the retail- 
ing end of magazines, and his view of 
newsstand sales are valuable to the 
mediaman. May, p. 58 

Is magazine research in a believability 
crisis? — Media and agencies are aghast at 
wide differences in total audience numbers 
reported for magazines by TGI and Sim- 
mons. June, p.66 

Roundtable 4: New Magazines — 
Buyers and sellers get together to develop 
guidelines for the evaluation of new books, 
an especially acute problem this year as a 
bumper crop of new hopefuls are readied 


for introduction. July, p. 51 

Those ‘‘don’t quote me’’ Magazines — 
MEDIA DECISIONS, in finding out everything 
you always wanted to know about sex- 
oriented magazines, discovered that users 
and non-users of the books were eager not 
to be quoted. But we got the story anyhow. 
August, p. 51 

The book club game 
media that will sell mo . 
bers, and screen out : ~ rip-offs. Safest 
media plan is selective tazines and spe- 
cial sections. August, p. 62 

The ADI war — A bitter inter-media bat- 
tle has been set off by ARB’s new com- 
parison of tv, magazines and newspaper 
‘‘circulations’’ in the ADI's. Magazines 
and newspapers say its dirty pool — 
another ‘‘apples and oranges’’ mix. Au- 
gust, p. 68 

Simmons defends his hiatus — In this 
Q&A, Bill Simmons explains why he has 
postponed his 1973 audience report, and 
what this should mean to users of sudience 
research of all kinds. September, p. 55 


Trick is to pick 
long-term mem- 


1974 


John Mack Carter takes over American 
Home. His first autonomous issue to be in 
April. Media Month, January, p. 10 

The corks are popping — Wine market- 
ers are pouring out the ad dollars to take 
advantage of their increasing popularity 
with young people. January, p. 56 

Target — marketing the tuxedo — After 
Six sold $51 million worth of dinner jack- 
ets last year. It took four separate market- 
ing plans, magazine schedules, copy 
themes to do it. February, p. 54 

Scoreboard of 1974's magazine rate 
rises — Magazine rates are rising, but 
there’s a general move to make the reader 
pay more and to cut circulations to hold the 
price line. June, p. 58 

The city magazines — Why haven't 
more national advertisers made use of the 
slick stock and prestigious editorial of this 
fast-growth medium? August, p. 58 

The inflights take off — After years of 
obscurity inflight magazines are winning 
prestige clients and polishing their own 
image as an upscale medium. September, 
p. 64 

The 1974-75 sports explosion — Sports, 
the great American entertainment machine, 
continues to gobble up broadcast time and 
devour columns of print as advertisers vie 
to foot the bill. November, p. 64 


1975 


Why and how a pipe tobacco uses full 
disclosure in print — with nearly $1 mill- 
ion to spend in media, Douwe Egberts, 
Inc., the Dutch manufacturer of Amphora 


Tobacco, launched a long-copy print cam- 
paign to sell the joys of pipe smoking 
and moved large quantities of its own label. 
March, p. 66 

Why Helena Rubinstein chose. print — 
Steve Gebb, vp-marketing of Helena 
Rubinstein, picks magazines as sole 
medium for non-fragrance products in 
order to dominate target audience groups 
April, p. 70 

Farm radio and major farm publications 
are booming — Farm radio is staging a 
healthy comeback this spring, and the lead- 
ing farm books are running ahead of 1974 
Inside Media Box. April, p. 120 

When JWT picks magazines . . . num- 
bers aren't everything — Here's new form 
sheet developed by Steve Fajen and Dick 
Jones that calls for heavy consideration of 
judgmental factors. June, p. 65 

1976 scorecard of magazine rates — An 
overview of magazine rates for next year's 
planners. Pattern so far is: rate bases un- 
changed, rates higher, cpm’s higher. Oc- 
tober, p. 67 

When do two make a trend? — Ladies 
Home Journal and McCall's have realigned 
rates and rate bases. Do buyers want other 
books in women’s field to follow? 
November, p. 53 

They like tombstones — In the world of 
financial advertising the ‘tombstone ad’’ is 
valued highly but it’s only one of the 
specialties of Louis Crossin. December, p. 
66 


As I See It columns on 
Consumer Magazines by: 


19790 


George Simko—-vitality in future 
depends on highly targeted books, not 
mass circulation. January, p. 60 

Dave Arnold—possible solutions to 
problem of verifying regional adver- 
tising. March, p. 49 

George Simko—ad revenues are 
down but the future looks good for 
magazines. May, p. 44 

Dan Borg—advertisers won't accept 
the fact that magazines keep their 
audiences in summer. June, p. 64 

Dave Arnold—subscribers should 
bear a bigger share of the magazine 
costs. July, p. 64 

Jewels Fine—rate cutting is wrong, 
but discounts are valid for special 
media usages. August, p. 48 

Jewels Fine—controlled circulation 
magazines can offer highly selective 
audiences. September, p. 52 

Dan Borg—Earth Magazine will be 
written for youth by youth. October, 
p. 46 





Dave Arnold—if general magazines 
publish an excellent editorial product, 
they will continue to prosper. Novem- 
ber, p. 78 

Jewels Fine—tongue in cheek 
Chirstmas list of requests to maga- 
zines. December, p. 62 


1971 


Sandy Reisenbach—Importance of 
magazines, in spite of cost problems. 
February, p. 52 

Dan Borg—Opportunity for ex- 
posure and total audience are impor- 
tant criteria in media selection. Should 
this preclude other measurements? 
March p. 58 

David J. Arnold—Don’t forget 
qualitative aspects and “gut feeling” 
when analyzing the medium. April, p. 
58 

John Meskil—The postal hike will 
hurt magazines, but let’s not let cost 
cutting affect editorial and production 
standards. May, p. 78 

Sandy Reisenbach—Media - sales- 
men should tell agencies about the 
qualitative aspects of their book and 
its readers. The computer already tells 
them the numbers. June, p. 54 

Dan Borg—1969—controlled mag- 
azines are realized, Girl Talk 2000— 
subscription mags return? July, p. 64 

David Arnold—Magazines are not 
beginning to relinquish their function 
as carriers of advertising in order to 
provide purely informational services 
to their subscribers. August, p. 64 

John Meskil—A linage and dollar 
rundown of the first six months of 
1971 by specific category. September, 
p. 60 

Sandy Reisenbach—Though maga- 
zines might have survived their recent 
crises, they cannot breathe easy or 
rest on their laurels. October, p. 74 

Dan Borg—The publishing industry 
is beginning to cater to new tastes, 
and headed for new standards of edi- 
torial excellence. November, p. 66 

Dave Arnold—Thoughts generated 
by the folding of Look. From now on, 
the reader is going to have to pay 
more, and that means the magazines 
have got to produce a better product. 
December, p. 54 


1972 


John Meskil — Can we expect a 
solution to the problem of delivering 
demographic subscribers in regional 
editions? Jan., p. 58 

Sandy Reisenbach — Adjustments 


for out-of-home readership have been 
made, and data has begun being col- 
lected. Feb., p. 56 

Dan Borg — Where's your target 
market — a magazine's audience can 
be divided down to reach virtually any 
narrow market segment. This helps 
advertisers reach more prospects per 
dollar. March, p. 54 

David Arnold — Readers should be 
paying more of the costs of magazine 
production. Only in some cases of late 
has this been true, but the picture is 
improving. April, p. 66 

John Meskil — Some of the prob- 
lems plaguing magazine publishers — 
and some of the steps they’ve taken to 
solve them. May, p. 66 

Sandy Reisenbach — Magazines 
need cases — magazines can be used 
for more than long copy and image 
ads — but the salesmen must help 
us learn how. June, p. 64 

Dan Borg — What's plus and what's 
minus about pass-along? July, p. 64 

David Arnold When does spe- 
cial interest become mass? August, p. 
70 

John Meskil The gains in the 
consumer magazines for the last six 
month period. Sept., p. 70 

Sandy Reisenbach The research 
available annually on magazines is 
reviewed. One conclusion is that re- 
search is more valuable if it is offered 
on an other than yearly basis. Oct., p. 
76 

Dan Borg The problems of de- 
teriorating buyer-seller relationships is 
explored. Nov., p. 66 

David Arnold The complaint 
against questionnaires is raised and a 
plea is put out that their questions be 
reviewed. Most are seen as too sim- 
plistic to 
Dec., p. 74 


offer meaningful results. 


1973 


John Meskil — Even with the departure 
of Life Magazine the future looks bright 
for magazines in *73. January, p. 54 

Sandy Reisenbach The question of 
special copy for the specialty books is 
discussed. February, p. 84 

Dan Borg — The integrity of a magazine 
can be quickly undermined by ‘‘deals’’ off 
the rate card. March, p. 76 

Dave Arnold The cost of magazine 
delivery by the U.S. mail could be negated 
if there were magazine wholesalers to do 
the job. April, p. 84 

John Meskil 
Magazines appears to be a positive one; 
special interest books, regional editions, 
higher-price-per-copy, all are pluses in the 


The changing world of 


new world of magazines. May, p. 88 

Sandy Reisenbach — More relevant 
measurements are needed for the spe- 
cialized magazines. June, p. 98 

Dan Borg — Magazines should be en- 
forcing their closing dates more strictly. 
July, p. 76 

Dave Amold — How can specific books 
be recommended with any assurance when 
their audience figures are so questionable? 
August, p. 86 

John Meskil — Consumer magazines 
can reach the prime prospect in each mar- 
ket with less waste than any other medium. 
Sept., p. 84 

Sandy Reisenbach — The time has come 
to re-evaluate magazine research and come 
up with some alternative means of mea- 
surement. October, p. 92 

Dan Borg — Unqualified and unan- 
nounced cash rebates can only serve to 
make a magazine suspect with the buyer. 
November, p. 80 

Dave Arnold — The new order form de- 
vised by the various committees from the 
4A’s, ABP and MBA will serve three dif- 
ferent purposes. December, p. 80 


1974 


John Meskil — The first half of °74 
looks strong for magazines 
half remains 


The second 
clouded by too many 
economic factors to make any accurate 
forecast at ths time. January, p. 80 

Sandy Resienbach — Grey pulled to- 
gether all the magazine data available to 
them to help alleviate the problem of decid- 
ing between two books with the same de- 
mographics. February, p. 76 

Dan Borg — 
found themselves having to do without a 


Media practitioners have 


very necessary tool — comprehensive au- 
March, p. 78 


Magazines will have to 


dience research 

Dave Armold 
economize even further now that the gov- 
ernment has removed w age and price con- 
April, p. 78 


Here are some reasons 


trols from the paper industry 
John Meskil 
why new magazines deserve special atten 
tion from buyers. May, p. 74 
Mike Drexler 


reproduction, though not necessarily wide- 


A drop in four-color ad 


spread, seems to be occurring in enough 
publications to make us all a littke uncom- 
fortable. June, p. 80 

Dan Borg - 
magazine field must employ adequate mar- 


New entries in consumer 


ket research or poor salesmanship will con- 
tinue to play role in publication failures 
July, p. 88 
Dave Arnold In era of preoccupation 
with audience measurements, Three Sigma 
Research Center's Reader Action Profile 
may be useful step toward distinguishing 





between types of readers. August, p. 70 

John Meskil — Soaring rates in some 
publications could force advertisers into 
other media. One area of cost economy 
might be research, where less frequent 
measurements could be adequate. Sep- 
tember, p. 94 

Frank Carvell — Computerized tech- 
niques should not be allowed to supplant 
professional judgment, especially since 
professionals are responsible for shifting 
the weight given to raw data in computer 
programing. October, p. 82 

Roger Bumstead — Magazine salesmen 
should concentrate on improvements in 
editorial content and signs of greater reader 
receptivity in promoting their periodicals. 
November, p. 82 

Lois Seiden — It’s possible that syndi- 
cated research has become impossible to 
achieve with any reliability, in which case 
other values, such as attitudes and media 
content should received more emphasis. 
December, p. 78 


1975 


Dan Borg — Buyers and sellers of con- 
sumer magazines aren't taking steps neces- 
sary to prepare for the anticipated 
‘‘economic crunch’’ that lies ahead. 
January, p. 74 
Dave Arnold 
Association tests have shown magazines 
can be successfully delivered outside the 
mails, but much more testing is necessary 


Magazine Publishers 


to work out all the problems. February, p 
72 

Jim Barker — A review of conversations 
with publishers, clients, research directors, 
media directors reveals none are particu 
larly pleased with the information available 
from consumer magazine research, but 
there is no consensus on what should be 
done to improve the situation. March, p. 76 

John Meskil In the wake of con- 
troversy over audience measurement, a 
salesman who attempts to show the merits 
of a particular publications vis a vis com- 
petition based on the latest Simmons or 
TGI data is liable to be told that the buyer 
doesn’t believe the figures or that his re- 
search department has adjusted them 
beyond the seller's recognition. April, p 
34 

Sheldon Taule — 


the economic downturn behind the rough 


There is more than just 


going encountered by magazines. May, p 
80 

Frank Carvell — Keeping tabs on posi- 
tioning and reproduction are essential parts 
of the consumer magazine purchasing pro- 
cess. June, p. 90 

Roger Bumstead — There are a number 
of positive trends to be noted in consumer 
magazines, including one toward collective 


salesmanship. July, p. 78 

Dan Borg — It takes more than small 
circulation to be considered a class 
magazine. August, p. 88 

Lois Seiden —- Assuming media costs 
will go up 6% next year, the media depart- 
ments must insist that the marketing people 
work with them in a more careful and 
tightly structured setting of targets. Sep- 
tember, p. 84 

Dave Arnold — The application of 
MPA’s recent study on the nature of the 
media experience depends on a plausible- 
sounding but as yet undemonstrated as- 
sumption: that there is a relationship bet- 
ween attitudes toward a medium and re- 
sponsiveness to the advertising it carries. 
October, p. 74 

Jim Barker — Unless you have a large 
agency with access to a lot of planning 
analysis personnel and computer facilities 
it is extremely difficult if not impossible to 
collect and analyze all the available data for 
evaluating magazines. The magazines 
should help with this task. November, p. 


74 
John Meskil —- The magazine industry 


should have a much better year in 1976 if 
magazines adhere to the sound selling pre- 
mise of holding down rates, concentrating 
on attracting the best customers and doing 
more and better research. December, p. 70 


GOVERNMENT 


1972 


Will Advertising Answer the FIC? 
A call for action Herb Zeltner 
joins MEDIA DECISIONS in urging ad- 
men to take the recent FTC hearings 
seriously and offers specific pro- 
posals for a course of action. Jan., p. 38 
We're Rich and Getting Richer 
part six of a series on the U.S. Census 
where Herman Miller of 
and Fabian Linden of the Industrial 


Conference Board explain why dis- 


the Census 


continue to 
p. 44 

FTC Chairman contends he’s pro 
advertising FTC's Miles Kirkpat- 
rick, in a special MEDIA DECISIONS in 


cretionary income will 


snowball in the U.S. Jan 


terview, tells that he is fully in favor of 
honest, sincere advertising which tells 
the truth. March, p. 38 

Can air advertising survive the FTC- 
FCC squeeze? What's happening in 
Washington that may or may not af- 
fect advertising what do the adver- 
tisers and the media think and what's 
going on in the nation’s 


March, p. 35 


capital? 


Newspaper clearinghouse for elec- 
tion °72 — The Bureau of Advertising 


has centralized buying and paying for 
political ads to comply with new elec- 
tion laws. June, p. 44 

$14,250,509 problem — George 
Karalekas, media director for president 
Nixon’s “November Group” ad 
agency, has this money to work with. 
June, p. 42 

Military media mess: some pay, 
some don't — Military mediamen say 
they can get the recruits, but not with- 
out paid space and time for their cam- 
paigns. June, p. 39 

What's happening to media ethics? 
Some young people (and some not so 
young) say media buying’s a sordid 
business, so we asked a cross-section of 
buyers how they feel about it and got 
some surprising answers. July, p. 58 

The President's controversial media 
advisor — Nobody knows exactly 
what Clay Whitehead does as head of 
the office of Telecommunications Pol- 
icy, MEDIA DECISIONS lifts the curtain. 
July, p. 54 

Round two for access time — Major 
advertisers are increasing their use of 
trade-out syndication to fill their Ac- 
cess Rule Time. But media-program- 
ing specialists at top 20 agencies still 
predict it will fail in the long run. 
July, p. 43 


1973 


SPECIAL REPORT 
\ two-part investigation of what the out 
Part | Media 


seminar panelists pick targets for action 


Media problems 1973 
look is in the year ahead 


\ report of Media Decision’s fourth-year 
end seminar in which the biggest issues 
were stated as clutter in all media and how 
to turn consumerists into customers. Part 
i] A survey in which the key points of 
controversy loom as: Agencies vs. clients 
over competitive account handling: Wash 
ington vs. advertisers over substantiation of 
claims: Media vs. researchers over high 
costs and slim insights. January. p. 39 
New roll-out for an old brand Four 
Roses seized on the addition of Light 
Whiskey as legal for U.S.-based distillers 
to make to get out of a marketing bind 
February, p. 56 
Roundtable 3: Advertising and drug 
abuse The relationship of over-the 
counter drug advertising and drug abuse in 
the U.S 


ing is still either a culprit or a scapegoat for 


remains unproven. But advertis 


the problem. June, p. 51 


Media 


Decisions brought the divergent points of 


Roundtable 5: Children’s tv 
view on this national controversy together 
and recorded their differences at a confer 
ence moderated by Bill Claggett of 


Ralston-Purina. August, p. 64 





Perspective on 1974 — The Washington 
scene — client agency relations, media 
buying services, media research. De- 
cember, p. 54 


1974 


The energy crunch — ‘‘When 
everyone's shell shocked, the tough 
marketer takes over."’ That's probably the 
most bullish comment we gathered from 
agencymen, but most have gotten over the 
shock of learning that all is not well in the 
economy. January, p. 51 

Airlines in the energy crunch — Will the 
cutbacks affect ad schedules? The answer 
seems to be: flexible media, short-term 
commitments, local media plans. January, 
p. 54 

Roundtable 6: The Fairness Doctrine — 
Top spokesmen for the FCC, the FTC, the 
advertiser/agency community, 
sumerists, and broadcasters explain their 
differences in controversy that is heating 
up again. February, p. 51 

The energy crunch: Oil companies speak 
up — Gasoline advertisers and others tum 
to paid space to present their side of the is- 


con- 


sues raised by shortages. March, p. 56 

Viewpoint — Who protects the chil- 
dren? — Engman of FTC says, **Children 
should be protected * Ricchiuto of 
Hicks & Greist says ‘‘the parent, not the 
child decides."" November, p. 88 


INTERNATIONAL 
1974 


International: Who gets the major media 
dollars around the world? May, p. 110 

International: Media buying in Japan — 
MEDIA DECISIONS interviews Takashi 
Oshawa, president of Chuo Senko of 
Tokyo, and finds some new and old ways 
of media buying on the Ginza. June, p 
106. 

INTERNATIONAL MARKETING 
AND MEDIA — This special sections in- 
cludes: Common cause worldwide: Self- 
regulation, pg. 138; Dentsu goes global, 
pg. 146; *‘Europe beats the world in solv- 
ing adproblems,"’ pg. 150; Media report 
from: the U.K., pg. 156; Media buying in 
Italy, pg. 162. October, p. 137 


1975 


How Colgate uses media in 11 countries 
— A report on how Phit Beekman and Don 
Jordan of Colgate International put it all to- 
gether, plus reports from their media ex- 
perts around the world. January, p. 96 

Media in Holland — Jan Willem Beek, 
account executive, and Hans lansbergen, 
media director, HHD/Van Buuren, Rotter- 


dam, tell how they plan media in their 
country. January, p. 104 

In Japan national means local — Report 
on media in closely knit islands of Japan. 
January, p. 106 

‘**Two-thirds of Canada is in 10 mar- 
kets’’ — The extent to which population, 
buying power and media are concentrated 
in Canada’s urban areas. April, p. 126 

Media manager's view of Australia — 
Here’s a market the size of New York City 
in an area as big as the whole U.S. April, 
p. 134 

The media mix in Germany — Peter 
Schmidt, media director, Gramm & Grey, 
Dusseldorf, traces the major media expen- 
ditures, cpm’s, research, other tools for 
planners. July, p. 108 

Boom in Brazil — An inside view of an 
industrial and marketing revolution. July, 
p. 112 

tet -rnational: Media in Norway — Mag- 
nus Eide describes growth of media profes- 
sionalism in his corner of Europe. 
November, p. 108 

IAA vs. nationalism — Al Hollender, 
chairman of IAA, explains why inter- 
nationalism should be on the rise in times 
of food and energy shortages. July, p. 106 


MARKETING 


1970 


Special Report on the 70’s—pre- 
dictions about media and marketing. 
January, p. 41 

The emotional buy—Jacqueline 
Brandwynne, head of a Benton & 
Bowles subsidiary, says emotional en- 
vironment is the key to media strategy. 
March, p. 36 

Why Goldie switches media— 
Goldie Dietel of The Equitable ex- 
plains their switch to tv. September, 
p. 32 

Does the media shoe fit?—Frank 
Reilly, DFS, San Francisco, says that 
media plans must be tailored to fit 
sharply segmented marketing. Decem- 
ber, p. 44 

Want to go to Pago-Pago?—how 
American Airlines reaches the pleasure 
travel market. January, p. 25 

They know the now generation— 
how record companies reach young 
people with underground radio and 
newspapers. January, p. 30 

A rebuttal: Youth Myth?—com- 
ments from readers who disagree with 
our November 1969 article saying the 
youth market is overemphasized. Feb- 
ruary, p. 44 

The dye that would not die—Jack 
Volkhardt of Best Foods tells how Rit 
has survived changes in markets and 


marketing. April, p. 42 

An epic battle looms: The Beetle 
takes on Detroit—Volkswagon market- 
ing vp Michael Sanyour tells how he 
plans to battle the new American 
mini-car competition. July, p. 29 

When an auto strike threatens— 
Jerry Moynihan tells how Chevy 
media plans are built flexible every 
year. August, p. 36 

Borden’s cheesebrella—Vince Mon- 
touri of Borden tells how 350 different 
products are sold together in news- 
papers. August, p. 40 

Smoke signals over Madison Avenue 
—rivalry between mini-cigars,Tijuana 
Smalls and CigarLet. October, p. 34 

Who wants to be an old fogey?— 
U.S. Steel augments its trade advertis- 
ing with a corporate campaign to 
change image. October, p. 42 

How Hunt Foods links advertising 
to consumerism—using more print. 
they feature their own products in 
budget menus. November, p. 36 


1971 


Media habits of 32 million working 
women—how they differ from those 
of her stay-at-home counterpart. Jan- 
uary, p. 31 

How liquor brands use media— 
they’re segmenting media usage to 
match segmented marketing. January, 
p. 38 

How Bissell competes in land of 
giants. Guest editor John Bissell on 
promotional package built around tv 
special. January, p. 48 

Black man on Madison Avenue 
Guest editor Junius Edwards telis how 
to fit media to black market aims. 
February, p. 38 

The Barries of Brut—How father 
and son team make media decisions 
for Brut and other Fabergé brands. 
February, p. 46 

Celanese Bridges the Gap—Robert 
Stultz—Guest Editor—It has a lot of 
communication gaps to bridge be- 
tween textile mills, garment manufac- 
turers, retailers, and the consumers. 
March, p. 40 

Why they joined the club—Hershey 
was the hold-out against national ad- 
vertising. Not any more. Here’s why 
Hershey president Harold Mohler 
made the switch. March, p. 31 

Retail’s 


Media Mix—Newspapers 
rule the roost, but other media are 
shooting for a better mix; radio, tv, 
regional magazines. April, p. 37 


Media To The Rescue—Gib Dan- 





nehower of Media Corp. of America 
tells how media can be used as a 
marketing troubleshooter. He cites 
case after case where media selection 
has made the marketable difference. 
April, p. 42 

The Market that Doesn't Buy— 
Mel Helitzer, president of youth- 
specializing Helitzer Advertising tells 
how to reach the youngest market. 
April, p. 52 

The Full Disclosure Issue—What 
effect will the mounting pressures for 
more informative advertising have on 
media? May, p. 33 

Brand Manager with a Heart— 
Taber of Philip-Morris pio- 
neered a promotion last fall that not 
only created new business for Clark 
Gum but also snowballed into a major 
fund raiser for UNICEF. May, p. 48 

The Razor Blade Caper—How free 
samples of Personna blades found 
their way into Sunday newspapers— 
and out. May, p. 42 

Return of the Sponsor—A combi- 
nation of marketing needs and indus- 
try changes is putting the showman 
back into the agency spotlight. May p. 
44 

Special Report: How ANA shops 
are shaping their media setups—Guest 
Editor Bill Claggett of Ralston Purina 
presents the media significance of his 
report to the ANA, and how he’s 
applying it. May, p. 53 

Special Report: Who's Getting The 
Cigarette Ad Dollars—First indica- 
tions are that the big buildup is in 
print media offering good color. But 
the dollar cutback is deep, and tobac- 
co merchants are seeking new ways to 
reach customers. June, p. 33 

One For All—Jack Hanson of Bur- 
lington Industries ties together his cor- 
porate program with a simple symbol 
that’s given broad new direction to a 
major conglomerate. June, p. 38 

How to make a _ million—Jerry 
Adler of Canadian Mist tells how their 
campaign sold 1 million cases of 
Canadian Mist—up from the usual 
100,000 cases. They'll do the same 
with QT. July, p. 38 

Why SAS went 95% Newspapers— 
“Little David” of the airlines, 
Sweden’s SAS is picking fights with 
the Goliaths in that field. It's chosen 
newspapers as the place of battle. 
August, p. 38 

The Opportunists—“We'll try any- 
thing,” say bargain-hunting Pat Ste- 
wart and Jim Willis of Miller-Mortor 
September, p. 54 

The Franchise Invasion—Major 


Gary 


food companies are taking over the 
last fast foods business. Here’s why 
and how they are changing media mix 
in this field. October, p. 31 

Special Report: Life style of the top 
100 markets—This is a preview of a 
new kind of research separating mar- 
kets by three classifications—tradi- 
tional, transitional and experimental. 
October, p. 53 

How Pru “rocks” its prospects in tv 
and print—Guest editor Henry 
Arnsdorf explains why the Prudential 
Insurance Co. concentrates its media 
dollars in tv and magazines. Novem- 
ber, p. 44 

Linda's scratch and sniff campaign— 
How product manager Linda MaclIn- 
nes of Bristol-Myers switched her bath 
oil brand from tv in order to make 
novel use of magazines. November, p. 
46 


1972 


We're Rich and Getting Richer — 
part of a series on the U.S. Census 
where Herman Miller of the Census 
and Fabian Linden of the Industrial 
Conference Board explain why. dis- 
cretionary income will continue to 
snowball in the U.S. Jan., p. 44 

Eastern Airlines’ Package-Goods 
Approach — How they put it all to- 
gether into twenty airline “packages” 
— Jat.., p. 29 

Media Strategy of a Sidewalk-Soft- 
ener — Hush Puppies grew up as a 
newspaper advertiser. Now they use 
tv, special interst magazines and the 
like. Jan., p. 34 

The Housing Boom — part seven 
of the series on the U.S. Census — 
There’s good news for marketers about 
housing. High scores are reached for 
this segment of the economy. Feb., p. 
48 

The odd buy — Here’s what hap- 
pened when Sharp Electronics bought 
3 minutes of net tv to sell calculators 
— they're happy. Feb., p. 40 

Amtrak Travels the newspaper 
route — Here’s what happened when 
Congress turned over the job of selling 
the nation’s rail roads to a team of 
marketing men. March, p. 40 

The bigger, smaller, farm market 
— Part 8 of the census series views 
trends in the farm market, its media, 
and the food that’s being grown. 
March, p. 44 

Special Report: 


the Spanish-lan- 
guage mkt. — National advertisers 
are jumping aboard and marketing 
experts are after the second largest 


ethnic market. Here’s what's avail- 


able in the media department. March, 
p. 118 

Can a Cosmetic go co-ed? Teenage 
girls have always been pitched for cos- 
metics. Now Bonne-Bell goes after 
their boyfriends by asking them to 
“share” bottles. March, p. 52 

How Toyota uses media — During 
the roll-out years, Toyota was a small 
advertiser. Now they're in the midst of 
a powerful ad campaign and sales are 
up accordingly. March, p. 48 

The leg and the egg —- The L’eggs 
division of Hanes Hosiery is selling 
panty hose like package goods and 
grabbing a large share of the market. 
April, p. 42 

Part A: Accent on Youth — What 
the 1970 census says about the youth 
market and how to reach it. April, p 
50 

Part B: Accent on Youth — Nate 
Pinsof of Grey/North tells how to buy 
media that will reach the youth mar- 
ket. April, p. 52 

Keeper of the seal — Nabisco vp- 
communications Harry Schroeter de- 
scribes marketing and media strategies 
used in Nabisco’s full line of cookies 
and crackers and cereals. May, p. 42 

How 10 sick products were revived 
— George Abrams tells how media 
and copy approaches can revive a 
product after a falling market share. 
May, p. 54 

Military media men say they can get 
the recruits, but only with paid space 
and time. June, p. 39 

$14,250,509 problem: George Kar- 
alelas, media director for president 
Nixon’s “November Group” ad agen- 
cy, has this money to work with. Here’s 
the inside scoop on what he'll do. June, 
p. 42 

How Dupont Does It — The giant 
conglometate uses the brand manager 
system and the task method of budg- 
eting. How does this affect media 
plans? June, p. 52 

The image vs. the sale — Guest edi- 
tor John Kelley of Goodyear explains 
the problems of building a_ quality 
image and attracting bargain hunters 
into retail outlets at the same time. He 
does both, but finds each job requires 
a different media mix. July, p. 50 

Special Report: Direct response ad- 
vertising —- Who's most involved and 
what they say about media plans in this 
fast growth specialty field. Sept., p. 58 

Cigarettes: a situation report — The 
cigarette industry is selling more prod- 
uct while spending fewer dollars than 
before the tv and radio ban. Print and 
outdoor have more than doubled their 
cigarette income. Oct., p. 43 





How Penney moves into national 
media — Guest editor Clint Thompson 
is manager of sales promotion serv- 
ices of the J. C. Penney Company. He 
functions like an advertising manager 
and a media director rolled into one, 
and is a key figure in Penney’s switch 
this month into national media. The 
reasons behind the jump from local 
advertising only to national spot tv, 
net tv, and national magazines. Oct., 
p. 43 

How Texize battles the giants — 
Tommy Greer, president of Texize, ex- 
plains the marketing and media strate- 
gy that have put him out front in spite 
of bigger competition. Nov., p. 50 

Selling a company president on sell- 
ing his company — Guest editor Art 
Duraam gives the theory and then the 
practice in corporate image advertis- 
ing. The example is AMF. Dec., p. 50 

What? Advertise toys in January? 
Fisher-Price Toys has found a way to 
avoid the Christmas rush. They’ve 
mounted a campaign after the rush, 
and the retailers love it. Dec., p. 52 


1973 


How they market the Mazda — Dick 
Brown and Bill Powers move fast, hit hard, 
concentrate media dollars where com- 
petitors can’t dull their impact. January, p. 
50 

HO, HO, HO — Guest Editor Don Osell 
explains how creative and media working 
together have made the Jolly Green Giant's 
‘HO, HO, HO,’’ a household word. 
March, p. 50 

What’s behind those Foster Grants?— 
Mauri Edwards, advertising/marketing 
director, comes out from behind his glasses 
long enough to explain a tough media plan 
that has moved his brands up to a large 
share of market in an expanding field. 
April, p. 54 

Inn-keeper with a flair — The ad crea- 
tive concept is based on the showmanship 
of the Hyatt hotels. The media plan is 
based on a careful study of where travelers 
come from. Here’s how the two are fitted 
together by Glenn Advertising in Dallas. 
April, p. 64 

The name-callers — The new strategy of 
directly head-on confrontations with com- 
petitive brands raises some new questions 
for media men. April, p. 66 

Mountain boy — How Warren Stewart, 
ad director of Celanese, developed a new 
media idea on his way to the new job in 
New York. May, p. 56 

RCA’s corporate ad million — Douglass 
Alligood explains how a large corporation 
makes the media decisions involved in its 
strictly corporate ad program. May, p. 66 


Yardley’s marketing turnaround — How 
media decisions figure in the marketing 
strategies of Bill Hunt, Yardley president, 
as he converts a maker of fine soaps into a 
mass marketer. May, p. 60 

Why Brylcreem switched to print — A 
switch in marketing purpose has triggered a 
switch in media for Beecham’s fast grow- 
ing hair care line. June, p. 64 

Don’t write off the senior citizens — 
America’s elderly hold the purse strings for 
$200 billion annually. Yet to much of the 
marketing world, they are a forgotten gen- 
eration. July, p. 64 

How Nestle uses psychographics — 
Guest Editor Dewey Yeager shows how 
life style information is applied to coffee 
marketing and media plans by Nestle and 
its agencies. July, p. 68 

Can a New Cigarette Make It? — Most 
cigarette men say ‘“‘no.”’ So far they’re 
stymied in efforts to introduce new brands 
without broadcast. September, p. 60 

No rest for no. 2 — ‘‘Avis tries harder’’ 
is no idle boast. Here’s how that famous 
slogan is applied to media strategy. Sep- 
tember, p. 62 

How to sell a Metroplex — Dallas and 
Fort Worth decided they’d both benefit if 
they forgot old rivalries and merged into 
one SMSA with a new airport in the mid- 
dle. September, p. 70 

Pepsi matches media with marketing — 
Guest Editor Henry Hayes of Pepsi has a 
single minded approach to media planning: 
Have the media match the marketing and 
creative strategies. September, p. 74 

Is the price right? — What’s going on in 
the burgeoning and often bargain-basement 
world of record album selling via tv. Oc- 
tober, p. 66 

Six month wonder — Bob Poulin, the 
dynamic 40-year-old president of Gla- 
morene has his own innovative ideas on 
marketing and media. November, p. 62 

The ‘‘Fly Me’’ strategy — Here’s how 
National Airlines does it with a five-media 
mix. November, p. 64 

How Galliano moved off the topshelf — 
Charlie Bertrand of McKesson combined 
some zany promotion and $1.6 million in 
magazines to do the job. November, p. 68 

Four ways to launch new products — 
Bob Zabel, new president of N. W. Ayer, 
and Hans Carstensen, senior vp, demon- 
strate how new different products require 
different media. November, p. 70 

American Motors hits them where they 
ain’t — Guest Editor Gene Richmond tells 
how AM seeks to by-pass competitors. 
November, p. 72 

Birdseye view of media buying abroad 
— Henry G. Meyer-Oertel of INTA Adver- 
tising describes the changes. November, p. 
150 

So what’s the storee, Jerry? — Jamaica 


Gas and Eleciric and its hard sell commer- 
cial tactics is moving from New York into 
14 other markets. December, p. 60 

We’ re busting out all over — Gold Kist, 
a giant among farm co-ops, has found ad- 
vertising a key to good member relations. 
December, p. 68 


1974 


The corks are popping — Wine market- 
ers are pouring out the ad dollars to take 
advantage of their increasing popularity 
with young people. January, p. 56 

Target-marketing the tuxedo — After 
Six sold $51 million worth of dinner jack- 
ets last year. It took four separate market- 
ing plans, magazine schedules, copy 
themes to do it. February, p. 54 

How to woo the working woman — She 
represents a dynamic growth element in the 
U.S. economy but vital questions are still 
unanswered on how to reach her. January, 
p. 64 

Sandy Buchsbaum’s showcase for Rev- 
lon — Environment is the key to successful 
merchandising of cosmetics at the point of 
sale. The same principle applies to adver- 
tising in major media, according to Guest 
Editor Sandy Buchsbaum. January, p. 68 

No make believe in movie budgets — 
They’re for real: Some cost more to adver- 
tise than to make. Strategy is big splurge to 
get box office action on first run. February, 
p. 60 

Will Madison Avenue succeed in retail- 
ing? — Big question is whether giant agen- 
cies can handle both national and retail 
brands without conflict of interest. March, 
p. 51 

Move over Chiquita — In 1970, Dole 
decided to challenge the giant with a 
branded banana bearing its own name. 
Here’s what happened. March, p. 66 

Door-opener — How Bob Booth, Met- 
ropolitan Life’s advertising director, 
spends $7 million to make his agents more 
welcome. March, p. 126 

SPECIAL REPORT: The search for 
Spanish Gold — How a handful of national 
advertisers are tapping the $20 billion 
Spanish-language markets. March, p. 137 

Perdue — He was the first to brand the 
chicken successfully. Here’s his marketing 
and media strategy for what has become 
Delmarva’s leading industry overnight. 
April, p. 62 

Pearl — She's in the act in competition 
with Frank Perdue in commercials for 
Paramount Poultry. She’s not laying an egg 
either. April, p. 63 

The campaign that psychographics built 
— How Bermuda’s tourism schedule was 
developed around a behavior and attitude 
study that helped match the market to the 
media. April, p. 64 





Snowy Bleach fights back — Recovery 
of market share for this Gold Seal brand 
hinged on finding new consumer benefits 
for an old product. April, p. 66 

The story behind those $30 million 
cereal dollars — Eight new brands are 
making it, backed by strong media 
budgets, and the whole ready-to-eat cereals 
market is taking on greater importance in 
supermarket sales. May, p. 57 

The Beauty ar? the Beetle — Volks- 
wagen still commands a huge market for its 
famous Bug, but it’s turing to beauty of 
design in new models. May, p. 60 

The motorcycle boom — Japanese inno- 
vations in motorcycle design, target mar- 
keting, and heavy mass and class media 
usage beat U.S. cycle manufacturers on 
their own ground. May, p. 66 

How Wall Street woos the public — 
Troubled finance market prompts brokers 
to re-target their ad media toward the indi- 
vidual investors and to vary their media 
mixes. June, p. 54 

The radial drive — Steel-belted radial 
tires have come to the rescue of tire adver- 
tisers during a gas-shortage crisis. July, p. 
56 

“I can’t find enough media for my ad 
dollars .. . ’’ — In this call for HELP 
guest editor Richard Grieb explains why he 
has initiated a search for new ways to use 
old media and new media in which to ad- 
vertise Smirnoff brands. September, p. 53 

The beer battle — In both radio and tv 
the 21 leading beers are locked in combat 
over the best sports sponsorships and ad- 
jacencies. September, p. 58 

How a retailer's media idea went na- 
tional — Lees Carpets has found a way to 
mix national magazines with coop tv and a 
strong dealer display. October, p. 62 

To the rescue — How John Musgrave 
rolled out an emergency marketing and ad- 
vertising program for Expo '74 in 
Spokane. October, p. 70 

GRANADA, Ford’s biggest intro — 
Ford is betting its new Granada meets the 
mood of car buyers today. Guest Editor 
Bob Gillooly, Ford media manager, ex- 
plains the strategy and tactics. November, 
p. 58 

$1.2 million pizza push — The media 
Strategy of a new fast-foods franchiser 
shooting for family patronage. December, 
p. 62 

Blacks — Six agency media experts with 
Black agencies tell how they sell in the 
Black market. November, p. 70 


1975 


Can Sunbeam ask co-op to do the job 
alone? — Media plan developed by Tucker 
Wayne, Atlanta, is about 100% co-op. Will 
it build the national awareness Sunbeam’s 


new line of lawn mowers needs? January, 
p. 42 

Media strategy of a small homes ‘‘pac- 
kager’’ — How a lumber yard operator, 
Hillard Madway, became the first mass 
marketer of a brand of do-it-yourself 
homes, with a big assist from Mel Korn. 
February, p. 58 

The credit cards — they’re primed for a 
big ’°75 — Media strategy of the five lead- 
ing credit card companies is designed for 
new member acquisition — plus greater 
use by card holders. February, p. 62 

How to put over a new shampoo — 
Guest Editor Art Caplin, president of 
Helene Curtis’ Products Division, and 
agencyman Mel Weiss explain how their 
non-formula approach worked in the suc- 
cessful introduction of Everynight Sham- 
poo. March, p. 68 

Why is the U.S. Postal Service like P&G 
— How a 33 year old graduate of the Proc- 
ter & Gamble school of marketing and 
media is applying the methods of big busi- 
ness to selling stamps. April, p. 68 

Auto Makers’ half-billion media doilars 
— Although the domestic car makers have 
switched to just as flexible a media stance 
as possible they are advertising at better 
than last year’s rate in order to battle 
stagflation, and meet the growing competi- 
tion from imports. May, p. 61 

‘*We want USS to rub-off on everything 
we do’’ — Hal Hoffman’s report on how 
U.S. Steel combines a variety of cam- 
paigns targeted at different audiences under 
one theme — productivity. July, p. 66 

li he wants is sales — Direct marketer 

Joe Sugarman of JS&A judges a medium 
on one count: does it produce profit at three 
times the ad cost? Here’s what he’s 
learned. July, p. 68 

How Sears plans media — Robert Kis- 
sel, national retail advertising manager of 
Sears, Roebuck & Co., explains how this 
largest advertiser in the world coordinates 
media decisions made by his headquarters 
in Chicago, by merchandise offices, and by 
retail offices across the country. Sep- 
tember, p. 53 

How do you hit a moving target? — Tom 
Vohs, president of Chirurg — Cairns, 
aggrees that target marketing is fine — pro- 
vided you keep looking for new targets. 
September, p. 64 

Spalding’s big drive — The name is 
synonymous with sports, but it’s been 
keeping a low profile. No more. Now it’s 
exploding on its own. September, p. 68 

Can co-op rid itself of rip-offs? — 
Co-op, long-shunned by national brand 
media planners, has suddenly become 
popular among local market planners, but 
have they found ways to keep retailers from 
pocketing co-op funds? October, p. 58 

Our man in America — For British Air- 


ways Robert Morley is the man. But he 
wouldn't have been able to fill the seats 
were it not for media plan that emphasizes 
concentration. October, p. 60 

Fiat’s 100,000 year — How economy 
car importer moved sales up to 100,000 in 
years when gas and dollar shortages put 
crimp in sales of Detroit’s luxury cars. 
November, p. 64 

Can a new cigarette brand catch fire? — 
Five years without tv or radio, the cigarette 
industry appears to be learning how to in- 
troduce new brands successfully. Decem- 
ber, p. 58 


As I See It columns on 
Marketing 


by Jack Hughes: 1970 


The astrological boom should be 
merchandised more. January, p. 66 

Social responsibility and personal- 
ized products are the “real thing.” 
February, p. 56 

Premium marketing is poorly re- 
searched and unimaginative at present. 
March, p. 58 

In the age of segmentation, it's 
harder to plan a small budget than a 
large one. April, p. 58 

Big ad agencies are better equipped 
than small ones to handle small ac- 
counts. May, p. 48 

Media people should get involved 
directly with the market researcher. 
June, p. 58 

An example of segmented media 
usage in the dog food market. July, p. 
70 

The burgeoning slimwear market is 
highly segmented. August, p. 52 

Choate’s attack on cereals for non- 
nutrition doesn’t take the consumer’s 
desires into account. Septmeber, p. 56 

Two factors necessary to new pro- 
duct success are media selectivity and 
budget. October, p. 48 

Media people must look ahead to a 
new adult life style of the maturing 
younger generation. November, p. 72 

A Christmas message. December, p. 
70 


1971 


As I See It 
columns on Marketing by: 


Jack Hughes—Special report: UP- 
DATE 1970-71. Co-op gets bigger 
and better January, p. 68 

Jack Hughes—Need for more lead- 
ership by mediamen in direct dealing 
with brand managers. February, p. 69 

Jack Hughes—The qualitative as- 
pects of business are becoming just as 





important as the numbers. March, p. 
64 

Jack Hughes—‘Ad pollution” is 
one of the great dangers of the com- 
ing decade. April, p. 61 

Jack Hughes—A nostalgic reminis- 
cence: It’s only been 16 years since 
Reader's Digest started accepting ad- 
vertising. May, p. 68 

Jack Hughes—Japanese advertising 
is strongest in native newspapers. It 
will be interesting to see what media 
they place their yen in as tv grows. 
June, p. 54 

Jack Hughes—Radio: the good 
new medium because you know your 
audience and it is unique to your 
product. July, p. 64 

Jack Hughes—Advertising is a per- 
sonal sell. An ad must communicate— 
not just circulate. There is no safety in 
any set of numbers alone. 
p. 58 

Joe Ostrow—The good media man 
is a marketing specialist. He is a dis- 
tinct, integral and significant part of 
the total marketing process. Septem- 
ber, p. 76 

Joe Ostrow—The pitfalls of seg- 
mented marketing. The ingredient 
that must be added to segmentation in 
media is a heavy sprinkling of rational 
marketing analysis. October, p. 72 


August, 


Joe Ostrow—The need for account- 
ability in today’s environment of es- 
calating marketing acute. 
What is really needed is a joint effort 
on the part of media, the advertiser, 
and his advertising agency. November, 
p. 58 


Joe Ostrow 


costs is 


An area too often ig- 
nored is what competition is doing. 
Marketing conditions require close 
scrutiny of even the smallest competi- 


tor. December, p. 52 


As I See It marketing columns 
by Joe Ostrow: 1972 


What innovations should be con- 
sidered in test marketing a new prod- 
uct as alternatives to the traditional 
test-market systems? Jan., p. 52 

What's offered in free marketing 
support by various media vehicles and 
promotion packagers — what's it 
worth, and why use it? Feb., p. 64 

How to construct an ad budget de- 
pending on the type of client you have, 
under a realistic umbrella of dollars 
and sense. March, p. 60 

The identification of target audience 
is essential and should be done prior to 
establishing advertising objectives. 
April, p. 56 


It is imperative that we develop con- 
cise and sound marketing objectives 
before building our media plans. May, 
p. 64 

Marketers continue to have much 
concern on the validation of all mar- 
keting investments. June, p. 58 

This summer there'll be no “down 
time” for marketing men. July, p. 70 

Needed: A common denominator 
for market/media data. August, p. 60 

Strategy is discussed as an evolu- 
tionary step and should be designed to 
make the execution of the more per- 
tinent and meaningful rather than 
echo the objectives. Sept., p. 65 

Due to the recession of *70 and ‘71 
the consolidation of 
was a necessity 
is limiting in many respects. Oct., p. 68 

The oversimplifications of profile 
matching, ie. women 18-34 buy 40% 
of the product they receive 40% 
of the marketing weight, is reviewed 


marketing jobs 
But this consolidation 


and an alternative is offered. Nov., p 
74 

Three influences that will be felt in 
the seventies are proliferation, truth 
and individuality. These trends should 
be examined by the advertiser. Dec., 
p. 56 


1973 


The computer is examined and its con- 
tributions to advertising and marketing 
plans discussed. January p. 60 

The media professional has largely ig- 
nored judgmental areas that deal more di- 
rectly with consumer motivation. Feb- 
ruary, p. 66 

The call is out for advertisers, agencies 
and media to combine efforts on the prob- 
lems of clutter in advertising. March, p. 74 

Editorial content should enhance adver- 


tising placement for a more effective use of 


the medium. April, p. 78 

Direct mail should be subjected to the 
same analysis and selection process that is 
undertaken in relationship to any other 
media utilized within the marketing plan. 
May, p. 94 

The benefits and drawbacks of in-house 
agencies are examined. June, p. 94 

Something must be done to get more 
productive answers out of the dollars in- 
vested in research. July, p. 72 

Media copy should be evaluated to in- 
sure conformity with the medium used. 
August, p. 76 

Five marketing objectives are reviewed; 
many have a two-sided significance. Sep- 

mber, p. 86 

There is much to be learned in consumer 
communications practiced outside the 
United States. October, p. 88 

It is time to take a look at the domestic 


satellite scheduled for 1974. November. p 
94 

A careful investigation of media buys in 
the “*necessary’* buy category needs some 


reviewing. December, p. 72 


1974 


A campaign should be evaluated in 
terms of freshness to the consumer, not to 
the plan-weary marketer. January. p. 70 

The movement towards a highly negoti 
able form of buying is an advantage to the 
marketer and allows media to reflect the 
dynamics of the marketplace and its chang 
ing set of values. February. p. 70 

Watch for the pitfalls in sophisticated 
market tests. March, p 

Research is at its best when the judg 
ments that come from it deal with realistic 
and important differentials of dimension 
April, p. 68 


ft successful 


Following the “rules” o 
product introduction too closely can lead to 
stagnation. May, p. 82 

The time advantage in being first to mar 
ket a new product has shrunk so much that 
it's not who's there first but who's there 
best that really counts. June, p. 66 

Print vehicles adopting restrictions on 
advertisers to counter cost trends are mak 
ing a mistake, especially in light of evi 
dence indicating poor planning might be 
bigger factor than costs in forcing demise 
of many publications. July, p. 88 

Brand differentiation is a key factor in 
marketing success. August, p. 60 

Amidst the current chaos in research, 
agreement among principals on methodol- 
ogy, demographic identification, frequency 
and the need for multi-media data could 
help streamline research marketing. Sep 
tember, p. 98 

Unintended outcome of Access Ruling 
points up need for professionals in gov- 
ernment regulatory bodies. October, p. 72 

Development of in-house capabilities, 
while often helpful to agencies, can prove 
uneconomical when they begin to take over 
agency functions. November, p. 84 

Bartering for time and space through 
“barter banks’’ has many shortcomings 
and should be engaged in judiciously. De- 
cember, p. 74 


1975 


Utilization of an adequate number of 
measures in determining marketing 
strategy is especially important in this time 
of high economic uncertainty. January, p. 
72 


There are several pragmatic advantages 
to the media buyer that will result from bet- 
ter treatment of salesmen who call on him. 
February, p. 68. 





Betore the protest against tv clutter gets 
any more strident the industry should estab 
lish some meaningful ground rules as to the 
levels of non-programming material that 
March, p. 76 


Changing a media plan ts generally less 


are reasonable 


productive when gross changes are made 
but more productive when the changes take 
April, p. 84 


small investment in con 


on the attribute of fine tuning 

A relatively 
sumer media can end up producing multi 
ples of response that represent the differ 
ence between a lackluster promotion and a 
smashing success. May, p. 86 

The process of attempting to maximize 
the values delivered by all components of 
the marketing process sometimes result in 
based 


argely ignore certain key ele 


an ethiciency determination upon 
criteria that 
deal with real 


ments that marketing 


payotts. June. p. 86 

It should be clear that more commonality 
in make-up size is needed to simplify the 
process and make the use of newspaper ad 


vertising funds 


nore productive. July, p 
4 
If consumer activism 


means concem 


about the consumer then the individual 
should be allowed to select from within the 
as a ftree-thinking member of 


August, p. 88 


marketplace 
society 

With more and more marketers growing 
zealous at the “‘discovery’’ that almost all 
business transactions ultimately are local in 
nature, it Is necessary to avoid gong too tar 
in de-emphasizing national perspectives 
September, p. 84 

While frequency is critical to the deter- 
mination of campaign effectiveness what is 
required is a more detailed analysis of fre- 
quency delivery, especially as related to al- 
ternative campaign considerations. Oc- 
tober, p. 78 

The pursuit of synergism in marketing is 
a path that is subject to certain obstacles 
and pitfalls. November, p. 70 

There are some enormous values that 
could be realized if psychographics were 
measured more clearly, more regularly and 
in relationship to media consumption. De- 
cember, p. 76 


MEDIA DEPARTMENT 


1970 


Phil Branchs’ war on paperwork— 
Com-Step, Grey Advertising computer 
subsidiary, handles spot tv paper. Feb- 
ruary, p. 34 

Will Lefton’s pay-for-results plan 
work?—Al Paul Lefton’s new agency 
compensation plan offers media people 
incentives. April, p. 40 

Sir Edward the cynical—Ed Grey 
of Teknamedia says agency media 


departments are doomed. May, p. 38 

Special Report: The changing media 
department—how media departments 
are changing to meet the challenge ot 
the outside buying services and other 
June, p. 44 

Ping Pong with Herb and Walt 
Herb Maneloveg and Walter Staab 
describe differences in “second genera- 


Septem- 


forces 


tion” media buying services 
ber, p. 34 
Now 


they're edging into print—some out 


Independent buying services 


side services buy print as an accomo 
dation to clients with big tv budgets 
October, p. 27 
The a la carte 
with 32 


agency service 


interviews major advertisers 


who have tried less than full-service 
arrangements. December, p. 31 

How Y&R media keeps posted- 
Y&R’s 
keeps the right hand informed of what 


internal cOmmuznications unit 


the left hand is doing 
40 


December, p 


1971 
Special report: UPDATE 1970-71 


The full-service 
cartes by Ed Papazian. January, p. 64 


agency vs. the a la 
How does your schedule 
look after the buy 
for mediamen is how best to evaluate 


spot tv 
New puzzler 
spot tv execution. The “indies” and 
full-service agencies are battling for 
honors as post-buy experts March, p 
48 

Why Clint Frank's mediaman says 
“The team’s the thing”’—Guest Editor 
Don Kaminky puts his faith in team- 
work, and cites five current examples 
of actual media decisions as evidence. 
April, p. 48 

The Day of the Media Consultant— 
A new breed of consultants is emerg- 
ing to guide advertisers in their exper- 
iments with in-house and a la carte 
media services. May, p. 38 

Special Report: How ANA shops 
are shaping their media setups—Guest 
Editor Bill Claggett of Ralston Purina 
presents the media significance of his 
report to the ANA, and how he’s 
applying it. May, p. 53 

Aftermath of a Merger—Guest Ed- 
itors Ernie Jones and Jim Orthwein 
explain effect of merger of D'Arcy 
and MacManus on media operations. 
June, p. 46 

JWT’s new snot buying centers— 
The regionalization of its buying is 
causing speculation about changes and 
trends. The reps hope it’s not a trend. 
July, p. 35 


Media Gardner offers 
them both ways—Whether you want 
full-service or a separate media buy- 
oblige 


services 


ing group, this agency will 
Advanswers is how they do it 
44 

The computerized Bob 
Hood—Problem solving at Campbell- 
Mithun in Minneapolis is done with 


both feet firmly 


July p 


world of 


planted on the 


ground. Guest editor Hood uses case 


histories to explain how. October, | 
38 

More Advertisers 
Rather Do It Myself” 
vertisers have added in-house agencies 


December, 


Are saying “I'd 
23 major ad 

within the last 12 months 
p. 29 

1972 


Guest Maury Kelly 
about keeping pace with changes in 
the industry, in messages, and in media 


editor speaks 


and urges an aggressive new approach 
to advertising in his Guest Editorial 
Jan., p. 90 

Guest Jw 
Chicago, states his case for fuil service 
and gives three examples from his files 
Feb., p. 36 

Key authority and 
media-decision making is moving up 
ward as advertisers revamp corporate 
structures. Here's how the changes line 
up. Feb., p. 33 

Andrew Kershaw, president of Ogil 
vy & Mather, gives his points of view 
on today’s media problems. May, p. 39 

Here are six commonly held beliefs 
about media planning that guest editor 
Erwin Ephron says are just not so 
Aug., p. 48 

N. W. Ayer discovered need for a 
uniform system for weighting media 
and markets. Hans Carstensen explains 
how it is done. Sept., p. 48 


editor Tom Giynn 


direction in 


1973 
Agency networks 
clout’’ — The trend among networks is 


“*In union there is 


toward centralization of special services 
like media planning and buying. There's 
almost $1 billion at stake here. February, 
p. 58 

What the top 25 agencies do about media 
training — How full-service agencies are 
bridging the generation gap in media know 
how through recruiting and on-the-job 
training programs. March, p. 54 

DeGarmo’s four horsemen of media — 
Senior vp Steve Semons tells how four 
media planners manage to ride herd on $22 
million in major media billings. March, p. 
58 

Who buys best? — That's the question 





as the fight goes on among a la carte adver- 
tisers, the independent media buyers, and 
the full-service agency men. April, p. 56 

But are you making money? Is your 
media department a profit center or get- 
poor-quick facet of your agency? How to 
brighten the financial picture. June, p. 56 

**We can make a fair profit with any 
combination of Media’’ — This is the 
thesis of John Pingel of Ross Roy who de- 
scribed how it is done in his shop, making 
use of a wide range of media. October, p. 
64 

How to make the other 85% work harder 


— Erwin Fleischer, vp-media director of 


Norton-Simon Communications, explains 
how a leading house agency controls its 
media operation. November, p. 140 
Chicago’s mod squad — The mod in this 
case stands for modular. And the squad is 
Dan Pearson's media team at Post- 
Keyes-Gardner. December, p. 62 


1974 


**I’ve been accused of thinking too much 
like a client’’ — Jim Barker re-shaped 
media at Honig-Cooper & Harrington to 
match the needs of brand managers. Hence 
the *‘encomium.”’ February, p. 66 

*““How we woo the influentials’’ — 
Guest Editor Sheldon Taule tells why he 
seeks precise targets and high frequency 
for an association campaign. His example 
of how it’s done is the Pharmaceutical 
Manufacturers Association campaign 
April, p. 60 

Today's world of media buying — Part I 
— First of a series of six articles in which a 
penetrating look is taken at the top 40 bill- 
ing ad agencies in the U.S. and how their 
media departments have been reorganized 
to meet the changing needs of modern 
marketers. June, p. 49 

The streakers — Chuck Peebler and 
Alan Jacobs of Bozell & Jacobs believe all 
agencies should fully disclose their 
financial positions. They call this 
*“financial streaking.’ June, p. 60 

Part 2: Today’s world of media buying 
— Profiles of the top 10 full-service agen- 
cies showing how they have restructured 
media planning and buying departments 
Organization charts of the leaders and 
what's unique about each. July, p. 62 

MPI helps pick markets — Guest Editor 
Dan Borg has been testing a media analysis 
system (MPI) for several years. Here's 
what it is, how it came about, how it 
works. August, p. 52 

Today's world of media buying, part 3 


— How the second ten agencies, 11 
through 20 in U.S. billings, have restruc- 
tured their media planning and buying de- 
partments. August, p. 54 

Part IV: Today's world of media buying 


— How the second 20 agencies in the U.S. 
billings, Nos. 21 through 40, are organized 
and operate for media planning and buy- 
ing. September, p. 68 

Today's world of media buying, part 5 
— The competition to full-service agencies 
includes buying services, in-house agen- 
cies. Here's how they're structured. Oc- 
tober, p. 57 

Roundtable 8: 15 percent or fee? — 
Agency compensation has become a hot 
potato once more as more advertisers em- 
brace a la carte concept. October, p. 66 

Today’s world of media buying, part 6 
— The wrap-up to this six-part series fo- 
cuses on those factors that are most likely 
to affect media planning and buying in 
1975. November, p. 55 

Cost of ad production — Don Doge, vp 
Black-Russell-Morris, has an answer to Al 
Ries’s worry about the high cost of busi- 
ness magazine ad production. November, 
p. 110 

DKG's do-it-yourseif gang — The 
newly recognized media operation at the 
forty-first largest U.S. agency. December, 
p. 60 


1975 


Now everybody's working — When 
DFS reorganized its media department, 
most of its people moved into specialist as- 
signments, including two-man client con- 
tact teams. April, p. 61 

What's the product manager's role in 
for Variety of 


media decision-making 
executives at Best Foods, including senior 
product manager Hellmann's, assess brand 
management involvement. November, p. 
66 

Friday-night workout 
man of Telmar and the media department at 
Ketchum, MacLeod & Grove concocted 


Stanley Feder- 


this example of media planning with the 


help of the computer. December, p. 68 


MEDIA PEOPLE 


1970 


A girl named Sue—Sue McClelland, 
media manager of Scott Paper, tells 
how she works with Scott brand man- 
agers and with the ad agencies. Febru- 
ary, p. 27 

You've got to ask media questions 
—Dave Kimble, vp & account super- 
visor at Grey, says his job is to find 
better ways to reach markets. March. 
p. 27 

Special 


brand manager in media decisions— 


Report. The role of the 


how it is growing. April, p. 33 
Country Cousin—Tom Cox of Wil- 


son & Haight & Welch in Hartford 
tells what media work is like outside 
the big city. June, p. 42 

Gerhold’s revolt—Paul Gerhold, 
ARF president, predicts tighter control 
of marketing activity by company ex- 
ecutives. September, p. 29 

Do women in media get a fair 
shake?—discrimination does exist at 
some top ad agencies. September, p. 
36 

Are you a good media money man- 
ager?—agencies must learn to manage 
ad budget dollars better, says Cliff Bot- 
way. October, p. 38 


1971 


Special report: UPDATE 1970-71— 
The total communications decision 
maker by Dave Arnold. January, p. 
66 

What makes job hoppers hop? Sim- 
mie Sussman, media personnel special- 
ist, has guidelines for media managers. 
February, p. 50 

Media to The Rescue—Gib Danne- 
hower of Media Corp. of America 
tells how media can be used as a 
marketing troubleshooter. He cites 
case after case where media selection 
has made the marketable difference. 
April, p. 42 

Why Clint Frank’s mediaman says 
“The team’s the thing’”—Guest Editor 
Don Kaminky puts his faith in team- 
work, and cites five current examples 
of actual media decisions as evidence 
April, p. 48 

Joe Karle’s Radio Test—He’s 
Chrysler’s media decision maker at 
Ross Roy in Detroit, and managed an 
unusual before-and-after test of radio 
with an assist from CBS. April, p. 50 


How Manoff Negotiated with the 
Negotiators—Jerry Firestone, media 
vp at this agency pitted three buying 
services against each other, then 
bought the best offers. May, p. 36 

The Day of the Media Consultant— 
A new breed of consultants is emerg- 
ing to guide advertisers in their exper- 
iments with in-house and 4 la carte 
media services. May, p. 38 

Return of the Sponsor—A combi- 
nation of marketing needs and indus- 
try changes is putting the showman 
back into the agency spotlight. May, 
p. 44 

Brand Manager With a Heart— 
Gary Taylor of Philip-Morris pio- 
neered a promotion last fall that not 
only created new business for Clark 
Gum but also snowballed into a major 





fund raising campaign for UNICEF. 
May, p. 48 

Special Report: How ANA shops 
are shaping media setups—Guest Edi- 
tor Bill Claggett of Ralston Purina 
presents the media significance of his 
report to the ANA, and how he’s 
applying it. May, p. 53 

One For All—Jack Hanson of Bur- 
lington Industries ties together his cor- 
porate program with a simple symbol 
that’s given broad new direction to a 
major conglomerate. June, p. 38 


They’re Changing the Guard at 
Y&R—The guard over newspaper 
relations, that is. It was Bob Stewart, 
now it’s Constantine Kazanas. How 
they each view the newspaper medi- 
um. June, p. 40 

She’s No. 1—Hope Martinez takes 
over the reins and steers for the top as 
the King (Norman King that is) abdi- 
cates at U.S. Media. August, p. 40 

He meshes marketing and media— 
Guest Editor Bill Ferguson of Ameri- 
can Can explains why he feels it’s 
important for a large advertiser to 
have a media professional in res- 
idence. September, p. 46 

The media testers—Bob Palmer 
and Bob Wilson of Kelly, Nason have 
made a specialty of new product 
media plans. September, p. 52 


How Pru “rocks” its prospects in tv 
and print—Guest editor Henry 
Arnsdorf explains why the Prudential 
Insurance Co. concentrates its media 
dollars in tv and magazines. Novem- 


ber, p. 44 

ANA spotlights six media hangups— 
Workshop on media planning exposed 
six problem areas for media planners 
and suggested what to do about them. 
November, p. 50 

Can they get it for you retail?— 
Independent media buyer Dick Man- 
ney has found a bonanza in negotiat- 
ing broadcast buys for big chains. So 
have other indies. December, p. 38 


1972 


Who's the media Playmaker? Key 
authority and direction in media de- 
cision-making is moving upward as ad- 
vertisers revamp corporate structures. 
Here’s how the changes line up. Feb., 
p. 33 

Would you raise your son (or daugh- 
ter) to be a media man? MEDIA DECI- 
SIONS put this question to a cross-sec- 
tion of media pros. Here’s what they 
had to say. Feb., p. 46 

The complete media man — Pete 
Petray of Tatham-Laird & Kudner 


tells why he believes a media man 
must be a many-faceted individual. 
April, p. 54 

How not to retire — Six veteran 
mediamen tell of their new career 
switches after age 60, and how they've 
found health, wealth, and fun. June, p. 
50 

What's happening to media ethics? 
Some young people (and some not so 
young) say media buying’s a sordid 
business, so we asked a cross-section of 
buyers how they feel about it — and 
got surprising answers. July, p. 58 

Madison Avenue isn’t the one and 
only — More ad centers throughout 
the U.S. are attracting young media 
planners and buyers. Media salaries 
show signs of stabilizing. This and 
other job market trends are spotted 
by placement specialist Simmy Suss- 
man. July, p. 48 

The President's controversial media 
advisor — Nobody knows exactly 
what Clay Whitehead does as head of 
the Office of Telecommunications 
Policy, MEDIA DECISIONS lifts the cur- 
tain. July, p. 54 

The radio buy (and the sell) — Six 
radio buyers in three cities talk about 
the buy, circa 1972, with emphasis on 
some of the conditions that help and 
hinder. July, p. 56 

They're all in on the act — Bob 
Wheeler, in charge of advertising at 
Best Foods, says he loves his agencies, 
but that he and the company make the 
key media decisions. Aug., p. 44 

They switched to media — A first- 
hand report from top flight agency 
media buyers who 
from other branches of the advertising 
business. Sept., p. 56 

The lady is a media director — 
MEDIA DECISIONS visits Pat Haliwell 
at Cunningham & Walsh to find out 
what it’s like to be a media director 
these days. Dec., p. 54 


were converted 


1973 


Profile of a media supervisor — An up- 
to-date view of the roles played by the men 
and women who guide day-to-di y planning 
and buying for major accounts. January, p. 
48 
Can the brand manager pick media? 

A study for the ANA finds he’s not in- 
volved in media decisions, but we find 
otherwise. Here's why as played back 
by some top managers of marketing for 
famous brands. February, p. 43 

How Frank McGonagle, 
advertising director of Fram Oil Filters, 


The winners 


called the shots on a creative media plan 
and proved it can pay off to buy something 
that hasn't been tried before. April, p. 60 

Dick Clark knows kids — Here's his 
definition of the youth market, and tips on 
how to reach it through favorite media of 
young people. June, p. 60 

I love people but Tom Garrabrant 
says **beware."’ — He points out six of the 
most difficult ad types he’s observed in a 
career in and out of media. June, p. 62 

How Nat Gayster hand-controls spot tv 
paperwork — He has a system for keeping 
the paperwork under control — and does it 
without use of the computer. August, p. 58 

Would you raise your daughter to be a 
media woman? This question was put to 
media mothers who have already made it in 
their jobs. September. p. 66 

How a supermarket chain buys media 
MEDIA DECISIONS spends a day at Shop-Rite 
with Ron Giannettino of Keyes-Martin, the 
full-service agency to which this chain has 
turned over its media planning. October, p 
60 

Media advice to a brand manager A 
special report by Steve Dietz and Ron Erick- 
son of Arthur D. Little. November, p. 55 


1974 


13 media directors report on *‘the ideal 
media buyer™’ They point to new re- 


quirements for precision, post-buy 
analysis, negotiation, and audience qual- 
ity. March, p. 58 


Why Bob Bloom is not a | 5-percenter 


The Bloom Agency in Dallas has found 
success (doubled its volume) and happiness 


(20% profit) on a fee basis). March, p. 60 
Bill Lyons of 
Nadler & Larimer offers a different ap- 


How to avoid the rush - 


proach to media planning. March, p. 106 

“Come out of the closet, Walter!” — 
Lee Gaynor of Media Partners disagrees 
with Walter Staab’s closet buying. March, 
p. 134 

The media job picture Jerry Fields, 
media placement specialist. predicts 
greater opportunities for media and market 
ing personnel away from traditional ad cen- 
ters. May, p. 70 

Viewpoint: Sterling Quinlan on the 
FCC's 25-year decision. May, p. 126 

Viewpoint: Bob Palmer asks, **‘Why do 
agencies downgrade media?"* May, p. 130 

The model advertiser meets the model 
rep Don Osell of Green Giant and 
George Schmidt of Cresmer, Woodward, 
O’ Mara & Ormsbee exchange their models 
of ideal media buyer and seller. June. p. 64 

Wayne Nelson's “‘college of media 
knowledge The director of product 
management in the Health Care Division of 


Johnson & Johnson makes sure his younger 





product men are media wise. July, p. 58 

Viewpoints: The six **C’s*’ of in-house 
media — Sue McClelland, director of 
media for Gallo wines, tells why she’s in 
favor of in-house advertiser media capabil- 
ity. August, p. 78 

Do mediamen make good agency presi- 
dents? —- The argument in favor of 
mediamen stepping into the top spot in ad 
agencies is that they understand both 
money and marketing management. Sep- 
tember, p. 66 

Maneloveg, seller — What happened 
when famous media director became a 
magazine sales executive. October, p. 64 

**Media/creative is a two-way street’* — 
W. Robert Wilson, vp-media services, 
Hoeter, Dieterich & Brown, San Fran- 
cisco, offers advice to both media and crea- 
tives. November, p. 92 

Mortensen of Y&R explains Terry 
Pellegrino’s new role as consultant and 
coordinator for Y&R National, Inc., 
Y&R's latest offshoot. Inside Media, 
November, p. 36 

Polly the planner (media, that is) — 
Polly Langbort started as a secretary at 
Y&R and stayed. Today she’s media plan- 
ning chief. December, p. 66 


1975 


‘Cut your ad budget at your own risk” 

Wes Rosberg of Meldrum & Fewsmith, 
Cleveland, offers new evidence that adver- 
tisers who maintain budgets during reces- 
sions make out best in sales and profits 
January, p. 44 

What's creative about media? — The 
only way to really answer that question is 
by example. Joe Murray, senior vp-media 
at Marschalk, gives plenty of them in this 
one-man brainstorm. February, p. 56 

‘‘Mediamen are the same all over the 
world!’ Morgan McDonough and Hal 
Miller of SSC&B-Lintas have found a lot 
in common among the mediamen they 
bring together for yearly seminars. April, 
p. 138 

No media stick-in-the-mud Herb 
Stiefel of Stiefel/Raymond often departs 
from routine media planning to fit media 
more exactly to local market needs. June, 
p. 72 

**Are you looking at just three?"* — This 
question is the acid test for Mark Byrne of 
Esty and four of his clients when it comes 
to inspecting media alternatives. June, p 
78 

The independent media service: circa 
1975 — One man’s view is presented by 
Walter Staab in a question-and-answer 
series. He's one of a handful of indepen- 
dent media service pioneers to overcome 
the stigma of cut-throat buying this field 
first hand. October, p. 62 


How to plan media 52 weeks a year — 
The new world of media planning, as seen 
by James B. Gibbs, media director of 
Breck, is pegged to perpetual change. 
November, p. 60 

Barter Baron — Moreton Binn is 
glamorizing old-style barter with some new 
wrinkles. He’s applying Wall Street tac- 
tics. November, p. 62 


Mediology columns 
by Ed Papazian: 
1970 


Nielsen’s National Audience Com- 
position reports use new age breaks 
which are over-simplified globs of 
data. January, p. 66 

Magazine salesmen should offer 
opinions and solutions to specific 
problems. February, p. 12 

Radio should sell its strategic and 
creative uses. March, p. 16 

Tv bugaboos such as clutter and 
fragmentation may be valid, but 
they're exaggerated. April, p. 12 

Media planners should define target 
as precisely as possible and be creative 
in planning targeted media. May, p. 8 

Media people shouldn't be “good 
guys” when media ask for honest cri- 
ticism. June, p. 12 

Television’s local market ratings 
surveys need a drastic overhaul. July, 
p. 13 

Look at 
and exploit its strengths. August, p. 15 

Rules of 
jargon should be 
search data. September, p. 10 

Computers are valuable when they 


television constructively 


thumb, formulas and 
backed up by re- 


contain sophisticated data and are 
asked the right questions. October. p 
12 

Full service media department does 
a more efficient job than outside serv- 
ices. November, p. 11 

Keeping young recruits interested 
sometimes 
December, p. 13 


1971 


Comments on local market tv rat- 
ings—January, p. 12 


means disciplining them 


Prophesies that came true 
about the networks, radio, and other 
media. February, p. 10 


Accountability works two ways— 


never 


Media services are just as accountable 
as agency in service to clients. March, 
p. 10 

The Competitive Planner—Plan- 
ning should be a professional function, 
not a guessing game. April, p. 16 


Charges, opinions, and comments 
on the booklet, “Are ARB Viewing 
Levels Destroying spot tv?” May, p. 
10 

A Progress Report on the State of 
Television—Television should contin- 
ue to be an effective advertising in- 
strument in the forseeable future, 
though it will have to cope with many 
different types of challenges. June, p. 
14 

“Search & Destroy”—The May re- 
ports, far from perfect, are the subject 
of much controversy between buyer 
and seller. The smart buyer needs an 
edge, but should never go over its 
contact’s head to get it. July, p. 12 

Positioning syndication in _ the 
client’s interest—Syndicators must 
recognize that they are soliciting sup- 
port from _ sophisticated marketing 
companies—not show business mo- 
guls. August, p. 12 

“Doing Your Thing’—Media plan- 
ning requires more than just thinking 
of how to do it. It means doing it. The 
planner is no longer the soft spot in a 
media department. September, p. 16 

To BRI or not to BRI—TIs that the 
question?—Something’s just as wrong 
with the users as the suppliers when 
each decimal point is considered. At 
the same time they're only buying one 
service in an effort to cut corners. 
October, p. 10 

Color me hopeful—The magazine 
people ought to take a long, hard look 
at their selling methods. November, p. 
14 

The New York rating 
Scrapping the meters is not a good 
solution. A sample, plus a 
three-times-a-year personal — diary 
would help. December, p. 10 


1972 


mess— 


larger 


Will the FTC Data Bank program 
and others like it influence the effec- 
tiveness of advertising as a viable mar- 
keting tool. Jan., p. 50 

Youth, in general, is weak when it 
comes to the buying end of the media 


business they lack initiative, re- 


sponsibility, and so forth. Feb., p. 10 
Ed's column is 
George Nucci, who comments on the 


turned over to 
need for better representation by sta 
tion reps and the need for them to ap- 
proach higher levels of agency man- 
agement. March, p. 10 

Alternate approaches to the use of 
television are discussed. April, p. 10 

Do the ratings of shows offer further 
qualitative pluses indicative of the at- 





tention spans and general quality of 
the audiences? May, p. 10 

A look at access time — how it has 
affected television in general and syn- 
dication, too. June, p. !2 

A computer model was used to test 
and analyze media buying and found 
that it turned up 35% more impressions 
than had been planned to be purchased. 
July, p. 12 

Regional time buying is discussed 
and is found not to have any particu- 
lar advantage over time buyers located 
in New York. August, p. 12 

The ARB’s Major Market Measure- 
ment service is lauded as beneficial to 
the alert buyer. The weekly should 
give the buyer a more negotiable mar- 
ket. Sept., p. 10 

The boredom that today’s youth are 
suffering from in their jobs is explored 
this month. Oct., p. 15 

The syndicated magazine audience 
survey comes under fire. They were to 
supply meaningful demographics and 
many have allowed themselves to be- 
come catch-all omnibus projects seek- 
ing to cover everything, but in many 
cases missing the target. Nov., p. 16 

The suggestion is made that inde- 
pendent tv networks should band to- 
gether and have Simmons do a study 
comparing them with network affili- 
ates. Projected results: A stand oft 


Dec., p. 10 
1973 


“For the small or middle sized station 
the path to more national spot dollars is to 
promote the market.”” 


January, p. 12 

A complaint about media research and 
the narrow outlook of the experts who deal 
with the data. February, p. 12 

The consumer must be hit with the 
commercial message at the right time. The 
media professional has to put himself in the 
consumer's role. March, p. 12 

Hiring new media people leaves a bad 
taste in Ed’s mouth. He finds the candi 
April, p. 12 


Television formats seem to be reworking 


dates generally apathetic 


old ideas and avoiding anything that is in 
novative. May, p. I4 

Daytime tv, the network's biggest profit 
center, should be sharing expenses on new 


data. Because of incomplete figures. the 


buyers are having trouble convincing 


clients that it is a necessary part of a media 
plan. June, p. 14 
The three schools of buying are dis- 
cussed; cheap; scatter; reach-and-frequency 
July, p. 14 
Program producers 


must provide 


guidelines to content of new program 


ideas. August, p. 12 


When to balance a media mix against a 
large audience. September, p. 12 

Psychographics is overrated and gener- 
ally not something to be concerned about. 
October, p. 14 

The blame for magazine research dis- 
crepancies falls to laxity in internal ad- 
ministration. November, p. 12 

The networks and established research 
firms who measure their audiences are 
urged to deal with the question of viewing 
— what it really means and what it doesn’t. 
December, p. 16 
1974 


Take the risks necessary to evolve a 
creative media plan and you'll find yourself 
happier with the results than if you had 
yesed the client. January, p. 12 

Time buyers should be freed of those 
senseless restrictions that are imposed upon 
them that destroy their effectiveness as 
capable negotiators. February, p. 14 

A simple question posed by a client (jus 
tify the reach and frequency level) brought 
about 
March, p. 12 

Another look at TGI and Simmons, 


some interesting deliberations 


April, p. 12 

A succinct review of the Golden West 
Study. May, p. 26 

FCC’s Access Ruling had weaknesses 
which have dampened advertiser interest 
and turned the 7:30-8 slot into a worse 
**wasteland”’ than it ever was. June, p. 12 

Current state of media research gives 
only vaguest idea of ad effectiveness in all 
media. It's up to advertising business to 
pressure for more sophisticated data in de 
termining impact. July. p. 14 

Fringe time, when cost-compared to 
prime time, is often a better tv investment, 
cliches about balance and viewer attentive 
ness not withstanding. August, p. 12 

Conflicting research information on im 
pact and recall in tv, radio and print leaves 
it up to advertisers to make intuitive and 
subjective judgments in selecting media 
September. p. 12 
Nostalgia 


myth that early days of tv were superior to 


more than quality ts cause tor 


current fare. October, p. 12 

Advertisers should be aware of complex 
ities for agencies in) spot buying 
November, p. 12 

New Simmons Study and TGI report are 
at great variance in demographics and in 
some top line figures as well. December, p 
}> 


1975 


Mediology columns by: 


Ed Papazian A network blockbuster 


movie should be treated as a_ special 
Otherwise inclusion of such a movie in 


four-week rating results can create serious 


distortions in evaluation by local advertis- 
ers. January, p. 10 

Ed Papazian A perusal of the FCC's 
1973 Annual Report reveals valuable in- 
formation on public response to television 
advertising and programming and points to 
the wisdom of keeping up with unconven- 
tional sources of information. February, p 
16 

Ed Papazian — This year’s NATPE 
meeting in Atlanta revealed that despite 
discouraging programming prospectives 
and indications that stand pat philosophies 
will prevail, access has been a boon to the 
stations and the advertiser by providing 
greater flexibilities, higher spot reach po- 
tentials and better efficiencies 
14 

Ed Papazian 


March, p 


Despite all the statistics 
that are pouring out of the syndicated re 
search services, there 1s much about the 
impacts of various media that can't be 
compared quantitatively. April, p. 14 
Ed Papazian Price jumps in network 
tv, spot tv, magazines and other media are 
forcing changes in media plans that were 
mapped when lower prices were in effect 
May. p. 12 

Ed Papazian If test marketing is to 
avoid pitfalls that lead to distorted or use- 
less data, basic principles must be kept in 
mind and the project must be approached 
with planning as thorough as that employed 
in “*going’’ campaigns. June, p. 12 
Ed Papazian While some of the old 
precepts still apply in sizing up the value of 
tv sports buying, the male cost per 1000's 
in conventional fringe evening tv spot 
to 50% better than most 


networks premium priced sports 


schedules are 35‘ 
ot the 
packages. July, p. 12 
Ed Papazian One reason tv commer 
cials get so much attention by agencies and 
client, when compared to time spent on 
print ads ts that tv has a much more exhaus 
uve set of criteria by which to judge a 
commercial. Development of a recall test 
ing system paralleling that of tv could 
create More interest in magazine ads. Au 
gust, p. 12 
Ed Papazian The real answer to the 
question of what's new in media ts that 
some troublesome trends are building. the 
most serious of which might be rising 
costs, especially in network and spot tv and 
in radio and magazines. September, p. 14 
Ed Papazian Audience surveys are a 
false security blanket. October, p. 14 
Bernard Guggenheim All of use in 
volved in media and marketing research 
would be well advised when evaluating or 
using any research based on a telephone di 
rectory sample to think about the inherent 
biases and their etfect on data that ts to be 
projected to a total U.S. population base 


November, p. 12 





Jack Decker — The economic situation 
nas played a significant role in the decline 
of agency profit performance in the past 
few years. December, p. 12 


NEWSPAPERS 
1970 


How record companies reach young 
people with underground newspapers 
and radio. January, p. 30 

Special Report on the 70’s—predic- 
tions about media and marketing. 
January, p. 41 

Should newspapers cume?—New 
York Daily News and Canadian News- 
paper Association offer cumes. Febru- 
ary, p. 32 

Who's going to unsnap SNAP?— 
why a one-order-one-bill system for 
newspaper buying has been pigeon- 
holed for two years. March, p. 30 

Print’s Ambassador at-large—John 
Tyler of Crown Zellerbach sells the 
value of print to media buyers. April, 
p. 50 

Just around the corner—standard- 
ized newspaper data—progress report 
on newspaper audience studies. May, 
p. 36 

A newspaper wrap-up: How 
national is retail?—interviews with 
newspaper reps, retail advertisers, and 
the Bureau of Advertising. June, p. 34 

The inside story: Newspapers’ Sun- 
day stuffers—how a new flexibility was 
created. July, p. 36 

Special Report: COLOR—research, 
quality and costs in several 
media. July, p. 48 

Borden's cheesebrella—Vince Mon- 
touri of Borden tells how 350 different 
products are sold together in news- 
papers. August, p. 40 

What does a daily reader look like? 
—<demographic profile of the news- 
paper reader. September, p. 46 

The coop revival in newspapers—a 
coop expert has joined the Bureau of 
Advertising’s staff. Novmeber, p. 42 

Special Report: Concentration— 
ways to hit segmented markets hard 
with major media. November, p. 44 

Newspapers: “Run it on best food 
day”—national food advertisers match 
orders to supermarket visits of cus- 
tomers. December, p. 34 


1971 


major 


American Motors Newspaper Over- 
lay—General marketing manager Eu- 
gene Amoroso tells why his compa- 
ny rushed $900,000 into newspapers 
and with what results. March, p. 34 


Retail’s Media Mix—Newspapers 
rule the roost, but other media are 
shooting for a better mix; radio, tv, 
regional magazines. April, p. 37 

Rating Points for Newspapers?— 
An advance look at newspapers’ new 
gross rating points based on Simmons’ 
measures of total audiences. April, p. 
44 

The Full Disclosure Issue—What 
effect will the mounting pressures for 
more informative advertising have on 
media? May, p. 33 

The Razor Blade Caper—How free 
samples of Personna blades found 
their way into Sunday newspapers— 
and out. May, p. 42 

How to make a _ million—Jerry 
Adler of Barton Brands tells how their 
campaign sold one million cases of 
Canadian Mist—up from 100,000 
cases. They'll do the same with QT in 
newspapers, etc. July, p. 38 

They’re Changing the Guard at 
Y&R—The guard over newspaper 
relations, that is. It was Bob Stewart, 
now it’s Constantine Kazanas. How 
they each view the newspaper medi- 
um. June, p. 40 

The national newspaper—They cir- 
culate like national magazines; they 
each have no competition from each 
other—Grit, Christian Science Moni- 
tor, National Observer, Army Times, 
The Wall Street Journal. July, p. 48 

Why SAS went 95% Newspapers— 
“Little David” of the airlines, 
Sweden’s SAS is picking fights with 
the Goliaths in the field. It's chosen 
newspapers as the place of battle. 
August, p. 38 

Ad-a-Card: Dark horse in Newspa- 
per Color—New contender for color 
honors in dailies is a system of pasting 
a pre-printed color insert to the news- 
paper page. September, p. 42 

Jim Tommaney vs. the newspaper 
data bank—An agencyman who is a 
board member of the ABC has locked 
horns with the big-city newspapers. 
He wants to reduce all newspaper 
audience data to one syndicated com- 
pilation. October, p. 36 

Newspapers: Action in Surburbia— 
Both the big-city newspapers and the 
Papers that originate in the surburbs 
are working hard to get their share of 
the growing marketing potential out- 
side the city centers. November, p. 33 

Newspaper Think Tank—mepIa 
DECISIONS listens-in as a newspaper 
staff huddles with an agency media 
director and major retail ad director 
to discuss the new audience data. De- 
cember, p. 44 


1972 


Newspapers, You're Tops says 
Henry Katz — A newspaper buyer of 
long standing. who explains what's 
good about newspapers. Jan., p. 48 

What's a newspaper stuffer? Direct- 
response advertisers have persuaded 
most newspapers to carry them, but 
most agencymen don't know how 
they're done. April, p. 39 

Those flexible supps — Three giant 
advertisers plan their use of Sunday 
work, 

their 


supplements. As they yo to 
MEDIA DECISIONS looks over 
shoulders. May, p. 46 
Newspaper clearinghouse for elec- 
tion ‘72-The bureau of advertising 


has centralized buying and paying for 
political ads to comply with new elec- 
tion laws. June, p. 44 

The exploding sports scene — A 
look at sports magazines and news- 


paper sports section: Who's buying, 
what's for sale. June, p. 46 

The image vs. the sale — Guest edi- 
tor John Kelley of Goodyear explains 
the problems of building a quality im- 
age and attracting bargain hunters 
into retail outlets at the same time. He 
does both, but finds each job requires 
a different media mix. July, p. 50 

Newspapers’ two-way total market 
dis*ribution-Stuffer advertisers in the 
daily press now have the opportunity 
to get truly total market distribution of 
their ads. August, p. 46 

National buyers say: “Don't sell 
newspaper space by remote control.” 
Denver Post is latest major paper to 
pull back its sales force. This has 
brought a worried statement from the 
4A’s and others. Sept., p. 50 

Newspaper shopper pipeline — Dick 
Neale of the Bureau of Advertising 
has shown newspapers how to secure 
greater consumer rapport. Oct., p. 56 

Mini ads in newspapers — News- 
paper advertisers are reverting to an 
old device to solve new problems. 
Here's why. Dec., p. 46 


1973 


Big city newspapers: How they woo the 
suburbs — Here's a roundup of how the 
top ten markets’ papers are reaching out for 
suburban readers. January, p. 46 

Will Jim win his market-by-market 
newspaper study? — Guest Editor Jim 
Tommaney wants a reliable multimarket 
newspaper study, and has been fighting for 
one under ABC auspices for two years. 
February, p. 52 

New roll-out for an old brand — Four 
Roses seized on the addition of Light 





Whiskey as legal for U.S.-based distillers 
to make to get out of a marketing bind. It's 
the front runner in the field. February, p 
56 


Roundtable 2 


MEDIA DECISIONS sal three preprint users 


Newspaper Preprints 


down with three newspaper executives 
Here are their variant points of view on 
everything from rates to exclusivity. April, 
p. 49 

Why Sunday comics 


Advertisers are 
taking a new lok at the newspaper Sunday 
sections, and find 125 
May. p. 62 


Media’s ““we can do it man” 


comics million 
youthful readers 
Dale 
Lang has shown how to make special use 
of magazine regionals. Now he’s adding a 


new dimension to the daily newspaper 
June. p. 58 

War A bitter inter-media 
ARB’s new com 
magazines and newspaper 


ADIs 


its dirty pool 


page 

The ADI 
battle has been set off by 
parison of ty 
‘circulations’ in the Magazines 
and newspapers say 
another “‘apples and oranges’” mix. Au 
gust, p. 68 
The book club game Trick ts to pick 
media that will sell most long-term mem 
bers, and screen-out the rip-offs. Satest 
media plan is selective magazines and spe 
cial sections of newspapers. August, p. 62 

Seagram's Newspaper Scorecard \ 
system for correcting biggest headache of 
national advertisers in newspapers: Posi 


tion. It's tough, and it works. September, 
p. 38 

The hot five They're the newsweek 
lies. And here’s a closeup of how they re 
doing in a year when more people than ever 
are eager to keep track of everything. Oc- 


tober, p. 53 
1974 


Chrysler to newspapers 


“Suppose we 


run 50 pages this year? Peter 
Dow wanted some answers to his proposed 
question. What would be his rate for this 
large a buy? Different newspapers gave us 
their answers. Media Month, February, p 
10 
Can national 


newspaper color be a 


medium? — It looks as though newspapers 
have a way to go before the different forms 
of color can attract many multi-market na 
tional advertisers. Media Month, April, p 
10 

Retailing’s 1974 Media Mix A de 
scription of where retail money for adver- 
tising will go in 1974. Media Month, May, 
p. 12 

Will the ABC Data Bank strike out 
again? — For the third time since 1971 the 
Audit Bureau of Circulations has asked 
newspapers to let them bank composite au- 
dience data. May, p. 64 


The new breed of newspaper rep His 
slogan is *‘ask and ve shall receive How 
he functions as an active link between na 
tional advertisers and local markets. July 
p. 54 

‘Don't drop the 2% tor cash MEDIA 
DECISIONS looks into the problems created 
as more and more newspapers drop cash 
discount. September. p. 56 


Costa’s $2.000.000 newspaper cam 

paign Why the Costa Lines puts 95% of 

its budget into Sunday newspapers as one 

of the most consistent newspaper advertis 
> 


ers around. November. p. 62 


1975 


Roundtable No. 10 


newspapers a tair shake? 


Do agencies give 
Newspapers 
lead al! media in total ad billings, but 
they re far down the totem pole in national 
What can be about it? 


January, p. 50 


billings done 


Six column page steals show as news 
papers meet in Florida INAE session — In 
at INAE 


rumored shifts by major 


terest focuses on announced and 
ewspapers lO SIX 
columns and the impact on advertising 
charges. Media Month box. February, p 
10 

Jack Cohen 


MEDIA DECISIONS listens in as 


looks at the six-column 
newspaper 
Doyle Dane Bernbach’s Jack Cohen ex 
plains his interest in the smaller, standard 
newspaper 


March, p. 56 


page and his hang-ups 


Why newspapers are ahead in national 


billings Here are reasons newspaper 
users expect 1975 to be an even more ac 
tive year than 1974, when they boosted na 
tional display ad dollars 74% to $1.12 bil- 


lion. May, p. 68 


The crazy quilt of newspaper ad sizes 
MEDIA DECISIONS puts the new ad sizes of 
47 newspapers into a table to help buyers 
during a period of change in column 
widths. June, p. 76 

Why “‘best food day" 
One place in the newspaper where reces- 
sion has helped rather than hurt advertising 
is the **best food day*’ pages. A MEDIA DE- 
CIsIONS check-out of activity. July, p. 58 

He captained the count-down Meet 
directed the newspaper 
214 different 
formats to six. August, p. 62 

The cents-off deluge — Multi-brand 
couponers are speeding up the packaged 
goods price wars in newspapers, supps, 
magazines and direct mail. August, p. 68 

Will ABC data bank ever open? — The 
centralized file for newspaper audience and 
market facts has run into further delay. 
Here’s why. September, p. 58 


is booming 


the man who 


count-down from ad-size 


As I See It columns on 
Newspapers by: 


1970 


George Simko 


include productior 
information with all newspaper spacc 
orders. February, p. 46 

Dan 


tages, 


Borg—in spite of disadvan 


suburban weeklies should he 
given more 
March, p. 54 

Dave Arnold—ANPA’‘s 


“What can one newspaper ad do?” is 


thought by planners 


Study 


excellent, but more research is needed 
for statistical validity. April, p. 62 
Jewels Fine—answer to independent 
buyer Ed Grey's request for 5 above 
agency commission. May, p. 50 
Simko 
coverage is 
June, p. 72 
Dan Borg—advertisers should re 
quest 
papers 
July, p. 62 


George Newspaper sports 


delightful and unique 


special and 


should 


position ng news 


honor these requests 

Dave Arnold-—a nation-wide news 
paper research and data bank is in 
advanced planning stages 
50. 


George Simko 


August, p 


role and value of 
the Sunday comic section 
p. 54 


George Simko-—daily newspaper is 
October Pp 


September 


an entertaining medium 
48 

Dan Borg—military 
efficiently reach a vast 


newspapers 
market. No 
vember, p. 74 

Dave Arnold—Certified 
Circulations (C°A*C) 
verifies circulation for 
media. December, p. 67 

Special Report on the 70’s—predic- 
tions about 
January, p. 41 


Audit of 
audits and 


local print 


media and marketing 


1971 


Special Report: UPDATE 1970- 
71—The changing nature of print by 
Jules Fine. January, p. 56 

John Meskil—Drama in SpectaCol- 
or, but not enough flexibility. Febru- 
ary, p. 56 

Sandy Reisenbach—Reduce out-of- 
pocket costs and newspapers’ volume 
might well increase. March, p. 54 

Dan Borg—A daily national news- 
paper network is not a foolish 
thought. With a little effort it could 
come about. April, p. 66 

Dave Arnold—Let’s straighten out 
newspaper paperwork as it relates to 
agencies billing and invoice data. 
May, p. 62 





John Meskil—A blow-by-blow an- 
swer to the major criticisms directed 
against newspapers. June, p. 58 

Sandy Reisenbach—Reporting of 
the news—a new emphasis on the 
value of newspapers besides tv. July, 
p. 56 

Dan Borg—When a _ newspaper 
strike hits a city the retail advertiser 
gets hurt and the agency’s media dept. 
is left out in the cold. August, p. 56 

Dave Amold—A compilation of 
newspaper’s complaints about ad 
agencies. The other side of the coin as 
compared with the May column when 
agencies sounded off about newspa- 
pers. September, p. 66 

John Meskil—National advertisers 
are using the medium less and less. 
There are many reasons but the major 
one is lack of creative flexibility. Octo- 
ber, p. 68 

Sandy Reisenbach—Need for con- 
sistency in newspaper data may be 
being met with new offerings by news- 
papers. November, p. 60 


1972 


Sandy Do adults 


Reisenbach — 


read newspapers as well 2s they read 
magazines? What is the optimum size 


page? Jan., p. 56 

John Meskil — This is a good year 
for newspapers; revenues are up, news 
reporting is better than ever. Feb., p. 52 

Dave Arnold — What's happening 
in Sunday funnies — sales are up, and 
new products are entering the field. 
Here’s a look. March, p. 66 

Dan Borg — Some _ newspapers 
have a rubber rate card or two, and ad- 
vertisers are getting suspicious of all 
their print vehicles. April, p. 60 

Dave Arnoid — What should week- 
lies be doing for their readers and ad- 
vertisers? May, p. 64 

John Meskil — The pricing struc- 
ture of newspapers needs overhauling 
so it can be more realistic and competi- 
tive. June, p. 62 

Sandy Reisenbach — 
tial year what happens to newspaper 
reading? July, p. 74 

Dan Borg -—— No one’s too old to 
learn from the Bureau of Advertising. 


August, p. 74 
Dave Arnold — The _ suburban 


press has a brighter future as a na- 
tional medium than it once did. This 
is due in part to the U.S. Suburban 
Press Inc. Sept., p. 66 

John Meskil — The Bureau of Ad- 
vertising prepared a survey on the 
working woman. Included in the re- 
sults is how the newspaper medium 


In a presiden- 


reaches this segment of the consuming 
public. Oct., p. 66 

Sandy Reisenbach — The need for 
a local market computer is voiced. 
Nov., p. 78 

Dan Borg — Newspaper salesmen 
are criticized because for the most 
part they don’t provide adequate serv- 
ice to the agency. Dec., p. 66 


1973 


Sandy Reisenbach — The Sunday paper 
as an advertisng vehicle comes under 
scrutiny. January, p. 63 

Dan Borg — Buyers need shortcuts for 
newspaper buying; not an abundance of 
salesmen. February, p. 70 

Dave Armold — Newspaper buys at Leo 
Burnett have been computerized and a new 
language has been adopted. They’re pa- 
tronizing the computer. March, p. 83 

John Meskil — Newspaper inserts are 
lauded. Examples of how to use them are 
presented. April, p. 78 

Sandy Reisenbach — Newspapers can 
serve both advertisers who need mass 
coverage and those who need to pinpoint a 
narrow market segment. May, p. 100 

Dan Borg — Newspapers have more 
data available than most buyers are aware 
of; The Bureau of Advertising could pro- 
vide them with more than enough informa- 
tion. June, p. 88 

Dave Arnold — The Bureau of Advertis- 
ing is promoting the availability of news- 
paper research and also compiling and 
summarizing the information at hand so 
that it can be put to better use. July, p. 85 

John Meskil —- The Bureau of Advertis- 
ing has completed a study on daily versus 
weekly newspapers in the St. Louis area. 
August, p. 84 

Sandy Reisenbach 
made; newspapers are such a firmly en- 
trenched medium that they will remain vir- 


The prediction is 


tually unchanged in the years ahead. Sep- 
tember, p. 91 

Dan Borg 
appearance of the daily newspaper is seen 


A whole revision in the 


if paper supply continues to be short. Oc- 
tober, p. 82 
Dave Arnold 
tising Bureau made a spot check of news- 
papers in different parts of the country who 
reported the steps they were taking to con- 


The Newspaper Adver- 


serve their newsprint supplies. November, 
p. 85 

John Meskil — 
how to avoid having your ad bumped in the 


Here are some tips on 


newspapers. December p. 79 


1974 


Sandy Reisenbach — The newspaper 


medium offers a full range of **program- 


ing’’ and the flexibility to use it daily. 
January, p. 82 

Dan Borg — Some suburban weeklies 
appear healthier in terms of editorial and 
advertising than some of the central city 
newspapers in their immediate areas. Feb- 
ruary, p. 72 

Dave Arnold — Newspaper line shrink- 
age is a variable that requires some inves- 
tigation with all the different printing 
processes in use today. March, p. 78 

John Meskil — Newspapers should do 
something about the two big complaints: 
Position treatment and ad reproduction 
April, p. 74 

Mike Drexler — Newspapers need a 
faster close than ever before to maintain 
flexibility. May, p. 84 

Dan Borg — With positioning in news- 
paper advertising assuming greater impor- 
tance resultant higher premiums in prime 
sections should cause a reassessment of 
what is to be gained in playing the position- 
ing game. June, p. 74 

Dave Arnold — Despite revenue in- 
creases newspapers experience when drop- 
ping cash discounts, action is not wise in 
light of damage done to cash flow. July, p. 
82 

John Meskil — Newspapers must invest 
in talent to research better production and 
distribution methods or face dire conse- 
quences of outmoded systems. August, p 
62 

Mike Drexler — While local newspapers 
offer advantages over large dailies in reach- 
ing suburban and small town audiences and 
in market selectivity, rates remain a barrier 
to national advertiser use. September, p. 
90 

Dan Borg — Newspapers are heavily in- 
volved in comprehensive reader research 
making it relatively easy to take the 
medium into consideration when planning 
campaigns. October, p. 80 

Lois Seiden — Sunday supplements, 
with high reader response and good reader 
ship profile, are good backup medium, de- 
spite problems in reproduction and editor- 
ial content. November, p. 76 

Dave Arnold — 
changes are creating problems for agencies 


Newspaper production 


that could be alleviated in part by more 
communication, something in the works in 
the form of production specification list 
development by 4A’s. December, p. 76 


1975 


Jim Barker — West Coast advertising 
managers reveal their problems with agen- 
cies. January, p. 76 

John Meskil — Newspapers should go 
back to providing more editorial pages, 
rather than less, and better advertising visi- 
bility through improved make-up or they're 





going to lose advertisers. February, p. 66 

Sheldon Taule — MEDIA DECISIONS 
Roundtable sparks ruminations on why 
newspapers fail to generate a larger share 
of national advertising dollars. March, p. 
70 

Frank Carvell — The move toward six 
columns and size uniformity by cost con- 
scious newspapers is welcome, but disa- 
greements among publishers on advertising 
pricing threaten to leave media men with 
the same kinds of variations that have made 
production costs too large a factor in news- 
paper advertising. April, p. 90 

Roger Bumstead — Gripes of a big 
newspaper buyer. May, p. 88 

Dan Borg — With prices climbing 
rapidly the time is right for a rate adjust- 
ment which calls for local accounts to pay a 
premium and for the national advertisers to 
be offered a more competitive rate. June, 
p. 92 

George Rosenkranc — Newspapers used 
wisely within a budget and with a specific 
goal in mind are golden. In measurable 
sales payoff, they're probably number one. 
July, p. 82 

Dave Arnold — Many people have been 
concerned over the fact that Media Rec- 
ords, the principal supplier of linage and 
expenditure data to advertisers and agen- 
cies, has been severely crippled by a cut- 
back in newspaper subscriber support over 
the past five years. August, p. 84 

Jim Barker — The National Observer 
and the Christian Science Monitor face the 
frustrating problem of selling as newspa- 
pers when in fact they are perceived and 
read more as magazines. September, p. 90 

John Meskil — It seems that the news- 
paper industry in its haste to insure its own 
profitability has failed to take into consid- 
eration the requirements of its customers. 
October, p. 76 

Sheldon Taule — Newspapers continue 
to think of themselves as individual local 
mediums immune to the needs or problems 
of multi-market advertisers. November, p. 
72 

Frank Carvell — Publisher decisions that 
have led 1,300 newspapers to ‘‘standard- 
ize’’ into 214 different formats reflect a 
failure to take into account the far reaching 
effect their very independent, individual 
decisions would have. December, p. 78 


OUT-OF-HOME 
1976 


Outdoor: It’s full of surprises 
1970 out-of-home marketing and re- 
search innovations. September, p. 40 

Special Report: Concentration—- 
ways to hit segmented market hard 
with major media. November, p. 44 


What does a daily reader look like? 
—demographic profile of the news- 
paper reader. September, p. 46 

The coop revival in newspapers—a 
coop expert has joined the Bureau of 
Advertising’s staff. Novmeber, p. 42 

Special Report: Concentration— 
ways to hit segmented markets hard 
with major media. November, p. 44 

Newspapers: “Run it on best food 
day”—national food advertisers match 
orders to supermarket visits of cus- 
tomers. December, p. 34 


1971 


How Ford Uses Outdoor—The $8 
million that Ford spends on outdoor 
comes out of a factory budget plus 35 
Ford Dealer Association budgets. 
How JWT, Detroit manages this hy- 
dra-headed client. March, p. 46 


1972 


Their rate card is a map — Bill Coli- 
han and Gerry Brooks, who have taken 
over the old three-sheet poster firm 
(Criterion) discover a strange new 
sales tool, a computerized map of city 
Census tracts, that includes demo- 
graphic data. Nov., p. 60 


1973 


Outdoor — it’s no automatic buy — 
Outdoor specialists say they have problems 
because most admen aren’t exposed to out- 
door showings. Here's what they do about 
it. October, p. 68 


1974 


How an insurance company builds sales 
with outdoor — Why Life of Georgia put 
half its budget into the medium exposed to 
prospects in small towns throughout the 
Southeast. July, p. 60 

“I can't find enough media for my ad 
dollars In this call for HELP 
guest editor Richard Grieb expiains why he 
has initiated a search for new ways to use 
old media and new media in which to ad- 
vertise Smirnoff brands. September, p. 53 


1975 


Del Monte’s frequency team — Why 
this food packer poured $3 million into 
outdvor and radio. May, p. 76 


Out-of-Home columns by: 


1970 


Dick Briggs 
fine complementary tool for viewing 


a helicopter view is a 


outdoor in perspective. January. p. 64 


Dick Briggs—a technical advisory 
committee should be reactivated to 
spearhead new developments. Febru- 
ary, p. 54 

Dick Briggs—the Out-Of-Home 
Media Roundtable meets monthly to 
discuss better ways of using the medi- 
um. March, p. 52 

Dick Briggs—salesmen should ad- 
just to trend toward segmented mar- 
keting. April, p. 80 

Dick Briggs—Metromedia’s “Peo- 
ple’s Gallery” triosks have art on two 
sides, an ad on the third. May, p. 54 

Ed Gillin—advertisers should use 
the well-maintained panels of the 
organized outdoor inuustry rather than 
independent postings which may be- 
come run-down. June, p. 48 

Ed Gillin—outdoor media planner 
is often the only expert in the agency 
qualified to see that copy and art are 
correctly executed. July, p. 68 

Ed Gillin—outdoor and transit in- 
terests should promote and research 
their ability to reach youth. August, p. 
54 

Ed Gillin—an article in a leading 
picture magazine gives an unfair, dis- 
torted picture of outdoor. September, 
p. 60 

Ed Gillin—explanation of rotating 
painted bulletin program. October, p. 
54 

Ed Gillin—outdoor column changes 
name to encompass many new media 
opportunities. November, p. 68 

Ed Gillin—Eller Outdoor Advertis- 
ing introduces videotapes of outdoor 
locations for “armchair _ selling.” 
December, p. 64 


1971 


Special Report: UPDATE 1970-71. 
Affect on outdoor and transit of ciga- 
rettes leaving the air. January, p. 54 

Ed Gillin—Out-of-home—Bulletin 
boards, information centers, clocks, 
and other units. February, p. 60 

Ed Gillin—Out-of-Home—Advertis- 
ers must cooperate in order to fully 
realize out-of-home’s true potential. 
March, p. 54 

Ed Gillin—Out-of-Home—The New 
Jersey State Lottery is a classic case 
of out-of-homc's effectiveness 
medium. April, p. 62 

Ed Gillin—Out-of-Home—Plenty 
of information about outdoor as a 
medium is available. Don’t be afraid 
to ask for it or learn how to use it. 
May, p. 66 

Budd Buszek—Out-of-Home—Use 


as a 





outdoor in the media mix when need- 
ed, not for the sake of patronizing 
your own medium. June, p. 60 

John Tappe—Out-of-Home—See 
the market you're buying for—that 
medium has to be seen to be believed 
in. July, p. 62 

Dick Briggs—Out-of-Home—Quali- 
ty controls are essential in the medium 
today because of the growing concern 
for this country’s environment. Au- 
gust, p. 60 

Martin Mullaney—Out-of-Home— 
All out-of-home media share a com- 
mon difficulty: language. To alter 
this, the Institute of Outdoor Adver- 
tising may adopt a tv ADI prototype 
for all outdoor advertising. Septem- 
ber, p. 68 

Budd Buszek—Out-of-Home—Even 
the most perfect outdoor plan can be 
waylaid by the terrible word “budget.” 
Why does this medium seem to go 
first? October, p. 70 


1972 


Budd Buszek — Can media be crea- 
tive in out-of-home advertising? Jan., 
p. 65 

Martin Mullany — The outlook for 
outdoor is bright and promising — the 
TAB is improving as is the ooh plant 
facility and outlook for out-of-home 
advertising. Feb., p. 56 

John Tappe — A checklist of good 
and bad things to watch for in select- 
ing and evaluating an outdoor plant 
March, p. 64 

Roger Bumstead — Standardization 
of terms and education of users are 
two ways the NOAB is helping to 
make outdoor a more vital ad medium 
April, p. 62 

Martin Muliany — When you dis- 
regard the image problems of outdoor 
advertising, you'll often find it a viable 
ad medium. May, p. 70 

Ted Lord — Two reasons for be- 
lieving in outdoor as a sound medium; 
and a call for research to back up the 
medium. June, p. 66 

Ted Lord — Outdoor is the now 
medium in at least six ways. July, p. 74 

Roger Bumstead — Reports on the 
big half-year for outdoor. August, p. 74 

Martin Mullany — A defense of the 
current 16 and 2/3 rate for outdoor is 
presented. Sept., p. 76 

Ted Lord — Standard outdoor ad- 
vertising is defended against its critics, 
the ecologists. Oct., p. 76 

Roger Bumstead — Complaints 
about recent appropriations of mass- 
transit funds are aired. Nov. p. 78 


Richard Briggs Outdoor buyers 
are under discussion and it is felt that 
the fraternity of outdoor buyers could 
be helped if they received their initial 
training on the “sales” side. Dec. p. 58 


1973 


Karen Wright - 
the gross rating point is directed at estab- 


Outdoor’s adoption of 


lishing a more meaningful comparison with 
broadcast media. January, p. 58 

John Hope — The grps have arrived in 
outdoor. February, p. 82 

Roger Bumstead — A humorous version 
of how to make friends and business ac- 
quaintances aware of outdoor advertising 
as a vehicle. March, p. 68 

Bob Flood — An explanation of the dis- 
count plans is the standardized poster 
medium are reviewed. April, p. 88 

Henry Prasse — The lack of communi- 
cation between outdoor plant operators and 
agencies after the schedule is placed leads 
to suspicion and confusion. May, p. 99 

Ted Lord — The creative aspect of out- 
door is often the most constricting one. 
June, p. 103 

Karen Wright 
of why outdoor costs are rising faster than 


- Here's an explanation 


others. July, p. 84 

Bob Flood — An annual critique on out- 
door boards is needed. August, p. 76 

Roger Bumstead Outdoor plants 
could offer the same zip code information 
that Time pioneered. Sepiember, p. 88 

Henry Prasse Some outdoor plant 
operators are less than enthusiastic about 
switching their standard unit from ‘‘show- 
ings’* to gross rating points. Oct. p. 94 

Bob Flood — Bulletin operators should 
know how to go about taking good photo- 
graphs of completed paint displays, getting 
them developed and delivered to the adver- 
tiser and/or agency before the next repaint 
goes up. November, p. 88 

Karen Wright — The advent of the 
energy crisis makes it imperative that the 
outdoor industry establish new, acceptable 
research measurements and re-evaluate its 
pricing structure. December, p. 86 


1974 


Karen Wright — The outdoor advertis- 
ing medium will not be affected by the cur- 
rent energy crisis in the same way or to the 
same extent in all markets. January, p. 74 

Henry A complete re- 
evaluation of the medium is called for in 
view of the energy crisis. February, p. 80 

Bob Flood — A review of the energy 
crisis as it affects outdoor advertising finds 
it not as bad as expected. March, p. 76 

Bob Woods — The energy crisis brought 
about a lot of scrambling in outdoor with 


Prasse — 


some necessary concessions to clients 
April, p. 76 
Karen Wright — 


another energy crisis to institute remedial 


Let's not wait for 


research projects. May, p. 78 

Bob Woods Junior Posters have a 
significant place in outdoor, but improve- 
ments in appearance are needed to establish 
medium as front-line format. June, p. 84 

Bob Flood — Difficulties of selling re- 
gionally to national advertisers point up 
need for new national outdoor organiza- 
tion. July, p. 84 

Henry Prasse — Plant operators must be 
prepared to justify planned rate hikes in 
terms of improved performance, since ad- 
vertisers can't be expected to acquiesce 
simply because of cost increases. August, 
p. 64 

Bob Flood 
come a long way in meeting industry stan- 
dards, soon to be updated by OAAA, but 
outmoded lighting and materials are still 


Outdoor posters have 


used by some owners. September, p. 102 

Bob Woods 
ecutives to include outdoor in their mixes 
often reflects lack of awareness of medium 


— Failure of many ad ex- 


rather than preference for other media. Oc- 
tober, p. 78 

Henry Prasse Morning illumination 
issue might be made less intense if adver- 
tisers recognize time is required to adjust to 
new lighting schedules and if plant 
operators issue policy statements to clarify 
their intentions. November, p. 86 

Karen Wright New Institute of Out 
door Advertising should prove valuable 
source of information to agencies. De 
cember, p. 80 


1975 


Robert Flood — The Institute of Outdoor 
Advertising will test outdoor effectiveness 
by comparing name recognition of Miss 
America 1975 before and after campaign 
that will feature her in displays. January, p 
76. 

Bob Woods — The ‘‘Out of Home 
Media Roundtable’’ provides congenial 
setting for problem solving. February, p. 
76 


Henry Prasse — In certain instances 
junior or eight-sheet posters can prove to be 
an important alternative to more costly 
media in maximizing penetration within a 
limited budget. March, p. 80. 

Karen Wright — Outdoor’s D.EC. is a 
Statistically valid gross audience measure 
which if it were complemented with space 
and distribution values could give the 
medium numbers comparable to those pro- 
duced by other media. April, p. 90 

Richard Briggs — Adding to the mea- 
sure of circulation not only a measure of 
space position values but also of distribu- 





tion would add considerably to the better 
use of outdoor. May, p. 88 

Bob Woods — Subways systems are a 
growing advertising medium which haven't 
been given full consideration by advertis- 
ing executives. June, p. 94 

Henry Prasse — Hopefully the out-of- 
home industry will follow the recent Miss 
America awareness study with a solid re- 
search program. July, p. 82 

Karen Wright — There’s a simple way 
through mockups and photography to judge 
outdoor creative without actually installing 
the advertisement. August, p. 86 

Robert Flood — John Donnelly and 
Sons, the oldest outdoor advertising com- 
pany in the U.S., is celebrating its 125th 
anniversary this year. September, p. 80 

Bob Woods — Success of the Miss 
America promotion rests in part on the fact 
that Miss Cothran’s name was large and 
bold, occupying almost the entire width of 
the poster’s copy area. October, p. 82 

Henry Prasse — Compensations for not 
providing 18 hours of illumination have to 
be provided and must be based on the ac- 
tual loss of exposure and not on some 
vague average which does not reflect the 
true situation. November, p. 80 

Karen Wright — The Institute of Out- 
door Advertising has taken steps in re- 
search, creative, and market intelligence 
that have made outdoor conversant in ad- 
vertising language and methodology. De- 
cember, p. 84 


RADIO 
1970 


They know generation— 
how record companies reach young 
people with underground radio and 
newspapers. January, p. 30 

Special Report on the 70's—predic- 
tions about media and marketing. 
January, p. 41 


the now 


What price piggies—radio buyers 
vs. radio sellers in a pricing fight over 
30°s and piggybacks. March p. 38 

Those 11 all-news stations—usage 
and attitude of buyers toward all-news 
radio. April, p. 44 

The magic ingredient in radio com- 
mercials—sometimes the writer calls 
the shots in media selection. June, p. 
40 


Fm is cracking the bias barrier— 
fm now carries same range of formats 
and audiences as am, but national buy- 
er acceptance lags. July, p. 40 


Special Report: Concentration— 
ways to hit segmented markets hard 
with major media. November, p. 44 


1971 


A radio ADI?—ARB has plan for 
dovetailing radio coverage with tv 
coverage. February, p. 33 

Radio Turns the Tables—Unlike its 
tv counterpart, national spot radio is 
now the “hot” medium. The price is 
right; it has improved its market data; 
its audience is young. March, p. 44 

Joe Karle’s Radio Test—He’s 
Chrysler's media decision maker at 
Ross Roy in Detroit, and managed an 
unusual before-and-after test of radio 
with an assist from CBS. April, p. 50 

Wrangler’s with it (radio and mag- 
azines, that is)-—-How Norb Considine 
concentrates his ad dollars in two 
selective media. September, p. 44 

Radio’s corporate capability—The 
new catch-phrase is corporate capabil- 
ity as more and more corporate and 
industr‘al advertisers are including ra- 
dio in their media plans. October, p. 
46 

Radio’s big research push—Latest 
trend in radio is attempt by sellers to 
make planning and buying easier via 
computerized reach and frequency 
systems. November, p. 38 


1972 

The exploding sports scene — Why 
male-chasing advertisers turn to sports 
programing in broadcast media. May, 
p. 48 

The radio buy (and the sell) Six radio 
buyers in three cities talk about the 
buy, circa 1972, with emphasis on 
some of the conditions that help and 
hinder. July, p. 5 

The radio seller replies — Seller's 
side of dialogue on how to improve 
radio buying and selling. Sept., p. 62 

What's behind the cutback in radio 
commercials — Radio buyers hail the 
trend among am radio stations to re- 
duce their commercial time. The 
am’s have to in order to compete with 
fm. Nov., p. 43 

Sex talk radio — is it here to stay 
— It's the newest and hottest trend 
that is creating a lot of talk in adver- 
tising circles as well as among listeners 
Dec., p. 43 


1973 


RAB’s answer man — Dick Montesano, 
the Radio Ad Bureau's quiz kid, has found 
a way to get brand managers asking for 
more information on radio. March, p. 60 

Hottest sound around: Nostalgia radio — 
Music now represents 75% of all personal 
radio listening. So radio buyers have to 


know the formats. The problem is they're 
always changing. May, p. 51 

How they buy radio today — Two net- 
works and the major reps have added com- 
puterized data systems for the convenience 
of radio planners and buyers. July, p. 58 

The closet buy — Walet Staab defends a 
practice that many radio time seller:, uecry 
November, p. 150 


1974 


Fibber McGee ts back \ 
warming saga of how Buchen Advertising 


heart 


brought radio drama hack. March. p. 64 
Special report: The target medium 
Radio 


MEDIA DECISIONS looks into why radio ts 


In this marketers’ guide to radio, 


underused, how certain advertisers use it 
well, the growing supply of audience re 
search. July, p. 49 

“| can't find enough media for my ad 
dollars In this call for HELP guest 
editor Richard Grieb explains why he has 
initiated a search for new ways to use old 
media and new media in which to advertise 
Smirnoff brands. September p. 53 

The beer battle In both radio and ty 
the 21 leading beers are locked in combat 
over the best sports sponsorships and ad 
jacencies. September, p. 58 


The 1974-75 sports explosion Sports 


the great American entertainment machine, 


continues to gobble up broadcast time and 
devour columns of print as advertisers vie 
to foot the bill. November, p. 64 

Year of flexibility, 1975 A three-part 
forecast prepared by the MEDIA DECISIONS 
staff. December, p. 53. Part | Key 
words for the new year are flexibility, ac 
countability, and concentration, p. 54. Part 
Part 3 ‘Network commitments will be 
delayed. Spot tv reps are hedging then 
bets. Spot radio expects to benefit from 
tight budgets p. 58 


’ 


1975 


Roundtable 10: Is radio selling iself ef- 
fectively? — There are questions about 
whether national advertisers and their 
agencies really appreciate what radio can 
do for them. Here's what national o“vertis- 
ers, agencies, reps, and station men say 
about that. March, p. 51 

Wired vs. non-wired radio networks — 
The heat is on radic salesmen to justify the 
values of wired networks in competition 
with the new non-wired arrangements of 
the big rep houses. April, p. 64. 

Early report on NIS — Comments are 
very much off-the-record and agency radio 
experts give their first impressions of NBC 
Radio’s News and Information Service. 
July, p. 72 

Is radio ADI good for advertisers? — 





Here are the pros and cons expressed by 
radio buyers and sellers re. the application 
of tv’s ADI to radio. August, p. 56 

‘Our radio post-buy checkups are a 
must’’ — Kal Liebowitz of Air Time, Inc. 
which places $10 million in spot radio, 
explains why he wants to be known as a 
tough post-buy analyst. September, p. 60 

Viewpoints on wired vs. non-wired 
radio networks. June, p. 110 


As I See It columns 
on radio by: 


1970 


Dave Arnold—actual audience is 
more important than generlized format 
labels. January, p. 62 

Jewels Fine—radio should offer 
psychographics of music and imagery 
transfer. February, p. 52 

George Simko—radio should broad- 
cast national sports events not covered 
by tv. March, p. 52 

Dan Borg—agencies should demand 
explanations of contradictions and 
fluctuations within and between re- 
search services. April, p. 54 

Dave Arnold—radio formats are 
becoming so ill-defined that it’s better 
to buy audience composition. May, p. 
44 

Jewels Fine—plan radio cleverly by 
time of day. June, p. 68 

George Simko—two new develop- 
ments: the first market-oriented radio 
promotion group and a new network 
rock program with some free minutes 
for local station ads. July, p. 66 

Dan Borg—the notions that radio is 
a support or merchandising medium, 
or that it is ineffective for new product 
introductions, are now being over- 
come. August, p. 50 

Dave Arnold—stations should offer 
the experience of retail advertisers to 
national advertisers. September, p. 50 

Jewels Fine—uses and abuses of 
live delivery of commercials. October, 
p. 51 

George Simko—radio, for many 
years a segmented medium, has an ad- 
vantage in this age of fragmentation. 
November, p. 70 

Dan Borg—old-fashioned criteria 
such as common sense, programing 
differences and experience are still 
valuable in buying radio. December, p. 
60 


1971 


Special Report: UPDATE 1970-71. 
The changing nature of broadcast by 
George Simko. January, p. 60 


Dave Arnold—Timing buying in ra- 
dio is a purchase of stations not time 
periods. February, p. 58 

John Meskil—-Radio research is 
now here—let’s use it. March, p. 52 

Sandy Reisenbach—Radio, too, is 
in danger of commercial clutter. 
April, p. 64 

Dan Borg—Radio has passed the 
competitive test. It must not and will 
not rest on its laurels. May, p. 76 

Dave Arnold-—The word on BRI’s 
SONAR—“System for On-line Analy- 
sis of Radio.” June, p. 64 

John Meskil——Resurgence of radio 
is because of good rates and better re- 
search. And the FTC’s three-hour rule. 
July, p. 56 

Jack Hughés—Radio: the good 
new medium because you know your 
audience and it’s unique to your prod- 
uct. July, p. 64 

Sandy Reisenbach—Radio com- 
mercial pool policies need closer scru- 
tiny. Too much repetition can produce 
irritation and a negative response. Au- 
gust, p. 54 

Dan Borg—Radio is on_ the 
upswing. Besides its good numbers, it’s 
really a lot of fun to listen to. Septem- 
ber, p. 64 

Dave Arnold—Questions and an- 
swers as to why only 34.8% of radio 
stations subscribe to the Radio Code 
Board. October, p. 76 

John Meskil—Radio buying is more 
demanding than almost any other 
medium, and it needs people who 
really know how to buy radio, and 
what data is available. November, p. 
57 

Sandy Reisenbach—The radio data 
explosion should lead to greater and 
more informed use of this medium. 
December, p. 64 


1972 


Dan Borg — Where is the youth 
market's taste in music going? Jan., 
p. 64 

Dave Arnold — The plea for radio 
data standardization has been heard by 
sellers and when it 
comes to analysis, there is need for 
more. Feb., p. 60 

John Meskil There are many 
more uses for radio than advertisers 
realize. Here are just a few of them. 
March, p. 58 

Sandy Reisenbach There is no 
sound data for the radio buyer and 
even though he asks a specific list of 
questions he may not know it at all. 
April, p. 72 

Dan Borg — The Spanish radio net- 


researchers 


work is working hard and reaching lots 
of Spanish-speaking people. May, p. 72 

Dave Arnold — Radio promotion 
is tough — here’s a description of how 
the Eastman Company is helpful to 
buyers in serving their promotional 
ends. June, p. 68 

John Meskil — Numath print-outs 
offer a check on judgment. July, p. 70 

Sandy Reisenbach — Cume figures 
are what count in radio. Aug., p. 70 

Dan Borg — FM radio stations are 
not happy with the new windshield an- 
tennas. They interfere with the fm sig- 
nal. Sept. p. 74 

Dave Arnold — The importance of 
good selling in spot radio is examined. 
Oct., p. 68 

John Meskil — The problems with 
buying effective radio time are dis- 
cussed. Nov., p. 66 

Sandy Reisenbach — The crying 
need in spot radio is a really effective 
rating guide. Dec., p. 66 


1973 


Dan Borg — Radio commercials may 
not have the recall of tv and magazines but 
their importance should not be overlooked. 
January, p. 69 

Dave Arnold — The value of spot radio 
is examined. February, p. 81 

John Meskil — Re-pricing of radio's 


-30-second commercials is needed. March, 


p. 72 

Sandy Reisenbach — If a station is 
changing its format, data should be pre- 
sented to support claims for audience 
shifts. April, p. 86 

Dan Borg — A radio schedule must be 
determined by more than one method. 
May, p. 104 

Dave Armold — Be aware of the peculiar 
differences in each network when buying 
network radio. June, p. 98 

John Meskil — The FM buy is a difficult 
one to make as there is very little research 
available. July, p. 78 

Sandy Reisenbach — Are radio ratings 
being hypoed? August, p. 82 

Dan Borg — Praise is forthcoming for 
the radio stations that offer **Call for Ac- 
tion,”’ a telephone referral service. Sep- 
tember, p. 80 

Dave Amold — Radio stations that have 
a problem with slow paying practices 
should re-examine their billing procedures. 
October, p. 92 

John Meskil — Many advertisers and 
agencies fail to set up sufficient criteria be- 
fore a campaign is run to allow them to 
come to an accurate measurement of 
radio’s effect on sales. November, p. 88 

Sandy Reisenbach — Golden West and 
Major Market Radio's commissioned study 





of radio and tv recall is under discussion. 
December, p. 82 


1974 


Dan Borg — Realistic goals with regards 
to rates should be attempted this year. 
January, p. 72 

Lois Seiden — Radio reps are asked not 
to overlook the medium sized agency. Feb- 
ruary, p. 76 

John Meskil — The energy crisis will af- 
fect the listening habits of radio users. 
March, p. 70 

Roger Bumstead — Radio’s problem is a 
matter of bad strategy including poor 
selling tactics vis-a-vis the national adver- 
tiser. April, p. 70 

Dan Borg — Making a ‘‘barrel buy’” is 
equivalent to not making up one’s mind 
and relegates the buyer to that of a proc- 
essing clerk. May, p. 76 

Dave Arnold — Dave does a spoof on 
radio network drama market targeting 
problems. June, p. 76 

John Meskil — As radio advertising 
volume rises, so does share of total time 
purchased by local retailers — one good 
proof that radio advertising works. July, p. 
84 

Mike Drexler — Radio offers a high de- 
gree of selectivity to match target market- 
ing objectives, but more work is necessary 
to make computerized data applicable to 
fast-paced business of making spot buying 
decisions. August, p. 68 

Dan Borg — Volume buying is under- 
mining concentration on individualized 
needs of accounts both by radio salesmen 
and agency buyers. September, p. 100 

Dave Arnold — The variety in radio 
markets demands that advertisers find 
means to determining radio use on a 
market-by-market basis. October, p. 78 

jim Barker — New efforts in ethnic au- 
dience research are welcome breakthrough. 
November, p. 86 

John Meskil — Salesman emphasis on 
Station-sell is missing Opportunity to pro- 
mote radio as primary rather than secon- 
dary medium in competition with tv and 
magazines. December, p. 70 


1975 


Sheldon Taule — Network radio would 
gain in advertising revenues if it would 
give precise data-on clearance. January, p. 
75 

Frank Carvell — The four-book radio 
audience average allows a buyer to have 
greater confidence in a narrow demo- 
graphic target audience, but it can be over- 
emphasized by salesmen whose stations 
have had a poor current book or in cases of 
programming changes for which rating data 
are as yet incomplete. February, p. 70 


Roger Bumstead — Indications are that 
1975 will be a strong year for radio, mea- 
sured by both volume and new account ac- 
tivity. March, p. 76 
Dan Borg — Radio has finally re- 
positioned itself in its proper place as a 
major advertising vehicle. April, p. 88 

Lois Seiden — While RAB’s move to 
standardize radio rate cards is a welcome 
attempt at simplification there doesn’t seem 
to be support for the organization’s idea 
that this will encourage the use of more 
markets per buy. May, p. 86 

Dave Amold — If it’s true that radio 
isn’t getting its fair share of the advertising 
dollar then more qualitative research on 
radio vis-a-vis television and other media 
along the lines of the recent Golden West 
Commercial Impact Study is going to have 
to be developed. June, p. 96 

Jim Barker — Agencies in most cases 
aren't expected to compete with barter ser- 
vices in the area of generating ‘‘time 
pools’’ with stations for non-program pro- 
ducts. Therefore, they shouldn’t feel that 
barter services are a threat. July, p. 80 

John Meskil — If radio were to price 
30’s more realistically adaptation of tv 
commercials to radio would be made easier 
and a major objection to radio among some 
media buyers would be eliminated. Au- 
gust, p. 80 

Sheldon Taule — The two reasons for 
underutilization of radio are the facts that 
media people don’t regard the medium as a 
very effective means of audience com- 
munication and that media planners view 
radio as playing only a ‘‘support’’ role in 
the media mix. September, p. 88 

Frank Carveil — SRDS should recon- 
sider its decision to ‘‘force’’ greater radio 
station financial support of the service via 
the use of call letter, corporate, NAFB 
and/or network logos, plus other 
attention-getting devices to make the sta- 
tions easier to find and buy. October, p. 84 

Roger Bumstead — There are a number 
of reasons why 1975 has seen so much 
positive commentary about radio. 
November, p. 76 

Dan Borg — Many stations while run- 
ning schedules at agreed upon rates are not 
delivering these schedules in the manner 
that is expected. December, p. 78 


RATES 


1970 


What price piggies—radio buyers 
vs. radio sellers in a pricing fight over 
30’s and piggybacks. March, p. 38 

Millions of Jim Mitchells for sale— 
analysis of five packages offered by 
publishers consisting of all their trade 
papers. April, p. 48 


Are magazine rates being kicked 
around?—a MEDIA DECISIONS survey 
shows that only discounts are offered, 
available to all. May, p. 27 

Special Report: COLOR—dquality 
and costs in several major media. July, 
p. 48 

Special Report: Shapeup on 1971 
media costs—predicted rates and pro- 
posed solutions to tight budgets. 
August, p. 27 


1971 


1972 media prices—Guest editor 
Roger Clapp of Rumrill-Hoyt says 
don’t expect any relief because of the 
sluggish economy in the prices of major 
media. Other top mediamen generally 
agree. August, p. 32 


1972 


Media Costs: The 10-year trend and 
forecast for 1973 — The index of cost 
changes is furnished by the media de- 
partment of J. Walter Thompson, and 
MEDIA DECISIONS has added a forecast 
of cost changes in 1973 compared to 
1972 for ten major national advertis- 
ing media. Media covered are network 
tv, spot tv, network radio, spot radio, 
outdoor, magazines, newspapers. Aug., 
p. 39 


1973 


Which is best for buying: CPGRP or 
CPM? Will the cost per gross rating point 
replace the cost per thousand as the base 
unit in media analysis? Agencies are split 
on which to use. February, p. 48 

Special Report: The cost trend — Part I, 
prepared by the Media Analysis Group at 
JWT, shows unit cost up 48% in the last 10 
years. Part Il, prepared by Media Deci- 
sions, shows costs due to rise another 7% 
in 1974. August, p. 54 


1974 


1974-75 trends 
DECISIONS’ fourth annual analysis in two 


cost MEDIA 
parts. Part one shows costs of nine major 
media over last ten years. Part two jore- 
casts media cost rises for calendar year 
1975. August, p. 43 

Cpm’s and rating points aren't the whole 
story — How Frank McDonald of Cun- 
ningham & Walsh takes his buyers one di- 
mension beyond the cpm’s. October, p. 60 


1975 

Wall Street looks at media at meeting of 
Security Analysts and at Seminar Invest- 
ment people were given optimistic prog- 
nosis in two meetings last month. Media 
Month Box. January, p. 18 





New look at media cost trends: 1965- 
1980 — Update of cost trends in major 
media shows prices rising, but no run-away 
inflation in media costs. J. Walter 
Thompson updates cost trends and projec- 
tions. February, p. 60 

What will media cost in 1976? — Fore- 
casts for increases in unit costs and cpm’s 
for 10 major national advertising media 
next year. Average rise will be 6.6%. Au- 
gust, p. 53 

Roundtable 11: Dialogue on media costs 
— MEDIA DECISIONS’ Sixth Annual Harvard 
Club Seminar featured a revealing roundta- 
ble on media costs. Here's a digest of the 
taped session. December, p. 53 


RESEARCH 
1970 


Simmons vs. BRI—how and why 
they’re battling. January, p. 28 

Should newspapers cume?—-New 
York Daily News and Canadian News- 
paper Association offer cumes. Febru- 
ary, p. 32 

What happens when they read you? 
—Al Petcavage of Doyl: Dane Bern- 
bach wants more behavioral research 
by magazines. February, p. 38 

ARB vs. Nielsen sweepstakes—how 
services line up; what agencies think 
of them. March, p. 32 

Who wants unit counts?—how 
much information is available on units 
reached by trade media. March, p. 40 

Another year of digging—1969 in- 
dex for MEDIA DECISIONS. March p. 
43 

The needler—Hal Miller of SSC&B 
wants research on common media 
assumptions, May, p. 31 

Just around the corner—standard- 
ized newspaper data—progress report 
on newspaper audience studies. May, 
p. 36 

The simulators—new system shows 
probable reach and frequency for any 
media mix. May, p. 40 

The great confrontation—how tv 
answers the Life/General Foods study 
findings; comments, charges and 
counter-charges. June, p. 29 

Numath 70 strategy—r&f's in; 
cpm’s out—Westinghouse Broadcast- 
ing presents a new system to its rep. 
May, p. 42 

Special Report: COLOR—research, 
quality and costs in several major 
media. July, p. 48 

Outdoor: It’s: full of surprises— 
1970 out-of-home marketing and re- 
search innovations. September, p. 40 

What does a daily reader look like? 


—demographic and _ psychographic 
profile of newspaper reader. Septem- 
ber, p. 46 

“Please use the research you ask us 
to buy”—rep has a gripe against media 
directors who request qualitative re- 
search that their buyers don’t use. 
October, p. 32 

Successor to the 2-hour lunch?— 
Harrington, Righter & Parsons carries 
a tv station media/market study into 
agency conference rooms via closed- 
circuit tv. October, p. 36 

“Good media plans grow out of 
great research”"—Jeremy Sprague be- 
lieves media research is the corner- 
stone on which plans are built. Octo- 
ber. p. 40 

There’s dynamite in Starch’s tv com- 
mercial tests—Starch is adding noted. 
associated and mis-identified scores for 
tv commercials. December. p. 38 


1971 


Special Report: UPDATE 1970-71 
—Research look-ahead by Dan Borg. 
January, p. 53 

1970 editorial index—Features and 
columns in 1970, arranged by subject 
and content. February, p. 101 


Joe Karle’s Radio Test—He’s 
Chrysler's media decision maker at 
Ross Roy in Detroit, and managed an 
unusual before-and-after test of radio 
with an assist from CBS. April, p. 50 


“Nobody Loves Us”—Syndicated 
audience researchers complain about 
being “damned when we do, and 
damned when we don’t.” Users com- 
plain about costs of the research and 
problems with sample size. June, p. 42 

Digisonics’ Dilemma—The electric 
monitor is making headway, but there 
are still many hurdles to overcome. 
The big question is who will pick up 
the tab. June, p. 50 

What an advertiser should know 
about the 1970 Census—First of a 
series—what’s in it for you. Dr. 
George Brown, its director, answers. 
July, p. 42 

How KM&G picks trade papers— 
Jim Shelby, a media planner at 
Ketchum, MacLeod & Grove in Pitts- 
burgh has a model for trade paper 
evaluation. Here’s how it works. Au- 
gust, p. 48 

The search for truth in tv ratings— 
Buyers and sellers of spot tv are again 
locked in a battle over who will con- 
trol the ratings. September, p. 39 

The U.S. Census: 42 Branch Offices 
Help Tap It—Your local representa- 
tive of the Department of Commerce 


can help you make better use of the 
data from the 1970 census. Septem- 
ber, p. 50 

The emergence of the blacks—Part 
3 of the Census series—Hard facts 
coming out of the 1970 census demon- 
strate the new role of the Negro in 
American Society. October, p. 48 

Special Report: Life style of the 
research separating markets by three 
classifications—traditional, transitional 
and experimental. October, p. 53 

Part 4 of the U. S. Census Series: 
EXODUS—The movement of people, 
marketing, and media suburbward is 
the migration of the 70’s. Here's what 
the 1970 about it. 
November, p. 36 

Radio's big research push—The 
latest trend in radio is an attempt by 
sellers to make planning and buying 
easier via computerized reach and fre- 
quency systems. November, p. 38 

ARF’s Open Audit—Paul Gerhold, 
president of ARF, has a new service 
that he hopes will enlighten the users 
of syndicated audience measures on 
what they're getting. November, p. 42 

Part 5 of U. S. Census: The Work- 
ing Woman—1970 Census shows how 
important women have become in 
numbers and in income. December, p. 
34 


1972 


Census shows 


Editorial Index for 1971 — A com- 
plete run-down of articles and columns 
appearing in the 1971 issues of MEDIA 
DECISIONS. March, p. 96 

Challenge to Simmons — JWT has 
imported TGI, a syndicated audience 
measurement service. Some magazines 
like the idea, as do some agencymen. 
Here’s a look at what's for sale in 
media research. April, p. 46 

ARB vs. NSI — They're both out 
to win control of the tv market ratings 
business. Here’s what the two services 
offer. August, p. 50 

Can the computer set your ad bud- 
get? The Hendry Method is being of- 
fered as a new way to determine how 
much to spend in advertising based on 
profit potential. Aug., p. 56 

Media Costs: The 10-year trend and 
forecast for 1973 — The index of cost 
changes is furnished by the media de- 
partment of J. Walter Thompson, and 
MEDIA DECISIONS has added a forecast 
of cost changes in 1973 compared to 
1972 for ten major national advertis- 
ing media. Aug., p. 2 

The blue chippers — Research team 
at Benton & Bowles shows how to find 
the professional managerial target 





audience by taking a new look at 
audience data. Oct., p. 58 

Simmons answers his critics — 
Magazine buyers and sellers have a lot 
to say about what they want in syndi- 
cated audience research. Here are 
their suggestions and what Simmons 
says about them. Oct., p. 48 


SPECIAL SECTION: The Top 


500 Millionaire Brands — First report 
of brand budgeting practices includes a 
list of the top 500, how the top 5 in se- 
lected classifications split their budgets, 
and an analysis of spending strategy in 
major classifications. Dec., p. 105 


1973 


SPECIAL REPORT: Media problems 
1973 — A two-part investigation of what 
the outlook is in the year ahead. Part | — 
Media seminar panelists pick targets for ac- 
tion — A report of Media Decision’s 
fourth-year-end seminar in which the big- 
gest issues were stated as clutter in all 
media and how to turn consumerists into 
costumers. Part Il — A year of confronta- 
tion — A survey in which the key points of 
controversy loom as: Agencies vs. clients 
competitive handling; 
Washington vs. advertisers over substantia- 


over account 
tion of claims; Media vs. researchers over 
high costs and slim insights. January, p. 39 

EXCLUSIVE: First TGI tallies — First 
release of copyrighted TGI data ranks top 
magazines with largest total audiences, 
most men, most women. February, p. 54 

Media Research: The new six — Here 
are the six major new media research proj- 
ects that admen are talking about — in ad- 
dition to annual Simmons-TGI battle. 
May, p. 68 

Roundtable 3: Advertising and drug 
abuse — The relationship of over-the- 
counter drug advertising and drug abuse in 
the U.S. remains unproven. But advertis- 
ing is still either a culprit or a scapegoat for 
the problem. June, p. 51 

Is magazine research in a believability 
crisis? Media and agencies are aghast at 
wide differences in total audience numbers 
reported for magazines by TGI and Sim- 
mons. June, p. 66 

The ADI war — A bitter inter-media bat- 
tle has been set off by ARB’s new com- 
parison of tv, magazines and newspaper 
“*circulations’’ in the ADI’s. Magazines 
and newspapers say it’s dirty pool — 
another ‘‘apples and oranges’’ mix. Au- 
gust, p. 68 

Simmons defends his hiatus — In this 
Q&A, Bill Simmons explains why he has 
postponed his 1973 audience report, and 
what this should mean to users of audience 
research of all kinds. September, p. 55 

What's the Competition Doing? Here’s a 


rundown on the brand expenditure services 
that answer this question every day of the 
year — what they report, how they get 
their data. September, p. 64 

Research Under Fire: ARB and NSI de- 
fend their tv diaries — Diary critics at 
agencies claim older-viewer imbalance at 
expense of younger viewer in diaries. Oc- 
tober, p. 72 

What's left for the media researcher? 
The changing picture for the media re- 
search expert in agencies. November, p. 58 

1974 — Year of Challenge — A three- 
part look ahead at over all trends in the 
advertising business and at the broadcast 
and print media outlooks in particular. De- 
cember, p. 53 


1974 


Frank Stanton confident that revised °74 
Simmons study will pass muster. Inside 
Media, January, p. 40 

Give and take — Al MEDIA DECISIONS’ 
fourth annual fall seminar in New York the 
key topic was how media could help adver- 
tisers use their media dollars to best advan- 
tage. January, p. 60 

How valid are they? — The Broadcast 
Ratings Council and Open Audit of ARF 
are two watchdogs of the audience meas- 
urement business. Are they making sure 
that buyers and sellers get a fair shake? 
February, p. 56 

Are media deciders thinking life-style? 
— Psychographic research is eagerly 
sought by some media and market plan- 
ners, shunned by others. Why? February, 
p. 62 

Advertisers love agencies, but — 
New ANA report puts the spotlight on de- 
sire of large advertisers for modular agency 
services, Opportunity to select from full 
range of agency services. February, p. 68 

Magazine researchers concentrate on 
segmented audience studies — Simmons, 
Starch and Bowdren Associates are doing 
new magazine Media Month, 
March, p. 10 

Will Tumult over Simmons and TGI 
1973 open audits backfire against ARF? — 
The points of view on the issue are dis- 
cussed. Inside Media, April, p. 42 

NSI asking agency subscribers whether 
they'll agree to end weeklies — The 
reasons why media directors want them 
continued are listed. Inside Media, April, 
p. 44 

Roundtable 7: The credibility gap in 
media research — This MEDIA DECISIONS 
panel of experts admits to real problems in 
magazine studies, and offers some ideas on 
how to correct them. April, p. 51 

The campaign that psychographics built 
— How Bermuda’s tourism schedule was 
developed around a behavior and attitude 


studies. 


study that helped match the market to the 
April. p. 64 
Simmons and Simmons Research off 


media 
and running in different directions 
Frank Stanton and two associates acquire 
Simmons Research, and Bill Simmons dis 
cusses ARF audit 
26 
ANA-MEDIA DECISIONS 


seeks new faces. new ideas 


Inside Media, June. p 


contest 
ANA an 
nounces contest in which anyone in adver 
tising may submit paper to compete for 
selection as one of three that will bring 
writers to New York for Media Workshop 
Media Month, July. p. 10 

Timothy Joyce counters Charlie 
Jacobson’s pokes at magazine research 
Joyce terms ANA syndicated maguzine re 
search services critique written by Jacob 
son “‘one-sided”’ and “‘not supported by 
evidence.” 
38 

The Automated Checkout 


development at the point of sale is being 


Inside Media. September. p 
This new 


watched closely by national advertisers be 
cause It promises to revolutionize the way 
they account for media effectiveness. Sep 
tember, p. 62 

“one 

Hold it, here's 


Magazine Researct 
**Purchase Influence” 
Simmons — Simmons reveals new figures 
and notes sz 1ple matches Census break- 
outs. Media hsonth, November, p. 10 
Year of flexibility, 1975 A three-part 
forecast prepared by the MEDIA DECISIONS 
staff. December, p. 53. Part | — Key 
words for the new year are flexibility, ac- 
countability, and concentration, p. 54. Part 


2 — Business press is optimistic 


Con- 
sumer magazines are off to a good start 
Newspapers pitch their flexibility. Outdoor 
has some recession proof clients, .p. 56 
Part 3 — Network commitments will be 
delayed. Spot tv reps are hedging their 
bets. Spot radio expects to benefit from 
tight budgets, p. 58 

SPECIAL SECTION: The top 500 mil- 
lionaire brands — Following a complete 
explanation of the data, brand expenditures 
are presented in two parts as follows: Total 
expenditures in eight major media (includ- 
ing newspapers for the first time this year) 
of the top 500 brands in media expendi- 
tures. Data is given for 1973, 1972 and 
1971, p. 115; Expenditures in each of the 
eight major media by leading brands within 
the 75 largest categories, p. 132. December 


1975 


How 10 top ad spenders view 1975 — At 
MEDIA DECISIONS’ Sth Media Seminar, 10 
panelists from the advertiser/agency side 
and 100 media sales executives ponder ex- 
tent to which current problems can be 
turned into opportunities this year. 
January, p. 37 





B&W: advertisers must control 
magazine research — Guest Editor Hugh 
Brooks of Brown & Williamson, Louis- 
ville, and his marketing peers find that 
magazine research has become unbelieva- 
ble — and they recommend a cure. 
January, p. 46 

Magazine research: Who's suing who? 
— First of two related articles summarizes 
the latest developments in the research 
rumble. Present law suits may only be the 
calm before the storm. February, p. 52 

Magazine research: What's the real Bill 
Simmons up to? — MEDIA DECISIONS rein- 
terviews the originator of total audience re- 
search to get some new views from an old 
navigator in one of advertising’s stormiest 
seas. Second of two related articles. Feb- 
ruary, p. 54 

Purchase influence study sponsored by 
five magazines will have broad effect. Study 
to determine husband and wife role in 
influencing joint purchasing decisions for 
various products is bound to influence pro- 
duct positioning strategy as well as media 
planning. Media Month Box. February, p. 
‘14. 

Donovan Data System keeps expanding 
on several fronts. Look for Donovan Data 
System to implement its Spotpak setup and 
two other systems in the next several 
months. Inside Media Box. March, p. 30 

Hot an issue as ever: Credibility of syn- 
dicated magazine audience research 
methods The consensus of media directors 
is that despite steps taken by ARF, TGI and 
others to resolve the riddles of magazine 
measurement, the rumble over the latest 
Simmons numbers will remain at a rela- 
tively high pitch for the rest of the year. In- 
side Media Box, April, p. 26 

Time, Inc. vs.\ Simmons — Part one of a 
two-part report in this issue on the latest 
confrontations in research. May, p. 70 

**Resolve your research mess by 1976, 
or else . . .’ — Part two of a two-part re- 
port in this issue on the latest confronta- 
tions in the magazine research mess — this 
one involving Brown & Williamson and 
the MPA. May, p. 72 

Psychographics: Is it practical now? — 
Latest examples of new psychographic re- 
search. Why agencies and advertisers be- 
lieve they may offer more meaningful 
media/market segmentation guidance. 
June, p. 70 

Mediaman’s view of the Bicentennial — 
58 examples of Bicentennial activity in 
radio, magazines, newspapers and outdoor. 
July, p. 60 

Do you know your competitive brand 
data? — What's available, how it’s se- 
cured, what it means and what it doesn’t in 
eyes of agency and company mediamen 
who need it. August, p. 58 

Timing — Ed Papazian, vp-director of 


media at BBDO, contends the key to 
proper timing is exposure at the moment of 
maximum interest by viewers, listeners and 
readers in the target audience. August, p. 
66 

4th annual special: Media Strategies and 
directory of the top 200 advertised brands. 
December. Alphabetical index of brands, 
p. 112. Total expenditures of brands in last 
four years, p. 114. Directory and media 
profiles of brand media expenditures and 
brand media management, p. 122. 


As I See It research columns 
by Phil Shiffman: 


1971 


The word on the ARF’s new Open 
Audit Plan. June, p. 56 

Is the May local market tv audience 
sweep necessary—Questions and an- 
swers from the buyers’ side. July. p. 
52 

The industry needs a system that 
will provide for methodological re- 
search. 

The system should be free of com- 
petitive pressure of selling a service or 
a medium. August, p. 62 

Many questions remain unanswered 
in the search for “truth” in tv ratings 
and also the ratings. 
September, p. 70 

There are many qualitative as well 
as quantitative factors in the selection 
and analysis of a tv “special.” October, 
p. 78 

A close look at the changes in local 
audience definitions for radio. Dan- 
gers in measuring the radio audience 
on the same basis as tv audience. 
November, p. 62 

What is meant when someone asks 
you whether you have read a specific 
issue of a magazine? What we need is 
data in terms of time spent, buying 
the magazine, what they think of the 
book, and where they read it. Decem- 
ber, p. 50 


1972 


surveys of tv 


What kind of mathematical models 
if any are useful for day-to-day activity 
or long range planning? Jan., p. 62 

The ABC is good for the astute user 
and offers as many indications, al- 
though not all, of a magazine's health. 
Feb., p. 66 

Needed: research on tv pilots: In 
viewing the pilots, be sure to look at 
more than one because the one you 
look at will probably be very highly 
selected and not necessarily representa- 
tive. March, p. 60 

The mix determines amounts of pub- 


lisher efforts to help a publication. 
With some facts and figures. April, 
p. 60 

What does a publisher do if his book 
is too new for a Simmons Study? May, 
p. 62 

Reach and frequency, two com- 
monly misused concepts, are explained 
and defined. June, p. 68 

Why a researcher likes tv market 
ratings. July, p. 76 

Competition in 
measurement is 
p. 66 

Caution and discrimination are 
stressed when one is using data for the 
marketing industry. Sept., p. 72 

Pros and cons of the new ratings for 
the season. The initial ratings should 
be carefully evaluated for use in re- 
fining schedules. Oct., p. 64 

The special problems in analysis of 
ethnic group data are examined. Nov., 
p. 70 

The reasons for the COLTRAM 
study are reviewed. Prime reason be- 
ing to obtain some benchmark data on 
the level of television viewing in local 
markets. Dec., p. 72 


audience 
August, 


media 
reviewed. 


1973 


The suggestion is made that the 4A’s re- 
vise standards for media audience break- 
downs. January, p. 64 

The data reported to the Advertising Re- 
search Foundation did not answer the ques- 
tion of how clutter cuts effectiveness. Feb- 


ruary, p. 76 

In comparing TGI and Simmons one 
should consider both what the measure- 
ments represent and the results obtained in 
the survey. March, p. 64 

Questions have been raised as to the va- 
lidity of ARB and NSI diary-based audi- 
ence ratings because unlisted and non- 
phone homes are not included. April, p. 72 


The use of supplementary audience sur- 
veys should be investigated as the syndi- 
cated services cannot adequately describe 
the marketing and media habits of small 
segments of a market. May, p. 100 

Agencies should monitor methodology, 
sample characteristics and track records of 
research services. June, p. 90 

The newsstand sales of magazines offers 
special significance to the buyer. July, p. 
82 

An economical method of developing 
psychographic trait data for specific prod- 
uct categories should be undertaken. Au- 
gust, p. 80 

The pros and cons of media data ia trade 
ads are reviewed. September, p. 88 

Simmon’s review is seen as a positive 





way to answer many pressing problems in 
research. October, p. 80 

The research on is not 
definitive and the work to develop the in- 
formation is more complicated than it 
would appear on the surface. November, p. 
94 


A way in which hypoed ratings can be 


*“attentiveness”” 


curtailed is outlined. December, p. 70 


1974 


Phil Shiffman 


as to how the energy crisis may affect the 


- Here are some answers 


broadcast and print media and their meas- 
urement. January, p. 76 

Phil Shiffman 
tive markets are underway by different 


Four studies of selec- 


magazine researchers. February, p. 78 
Phil Shiffman — 
major magazine audience study is not 


Reasons for why a 


necessary every year are listed. March, p 
7? 

Phil Shiffman — With the increasing 
appearance of national retailers on televi- 


sion new questions are going to have to be 
answered by researchers. April, p. 70 

Helen Johnston — The call is out for 
added research for the new magazines. 
May, p. 76 

Bernie Guggenheim — There has been a 
dearth of commentary on the question of 
how magazine editorial content and physi- 
cal packaging effect ad effectiveness. June, 
p. 72 

Phil Shiffman — Despite continuing 
problems with sampling, non-response and 
defining population segments, local tv serv- 
ices are making progress in improving re- 
liability of ethnic market data. July, p. 82 

Helen Johnston — Although millions are 
spent in media research, basic approach is 
essentially unchanged from what it was 20 
years ago. Industry pooling of capital 
might be needed to break new ground. Au- 
gust, p. 64 

Bernie Guggenheim — Excessive nega- 
tive publicity on research following ARF 
study on TGI and Simmons needs to be 
balanced by focus on benefits derived from 
using data in combination with sound 
judgment. September, p. 96 

Helen Johnston — Psychographics by 
measuring attitudes of buyers toward 
products could be improvement over de- 
mographic quantitative descriptions in de- 
termining advertising decisions. October, 
p. 76 


Phil Shiffman — Overabundance of data 
and resultant encumbrances in acquiring 
and processing it demand elimination of 
superfluous information. November, p. 80 

Bernie Guggenheim — Reduction in 
data is not answer to problems arising out 
of buyer misunderstanding of information 


and failure ot reps and agencies to explain 
data usage. December, p. 68 


1975 


Helen Johnston — It’s up to media re- 
searchers to help translate esoteric techni- 
cal jargon in order to prevent misuse of re- 
search information. January, p. 79 

Phil Shiffman — The eight-week sweep 
is a more accurate representation of the full 
quarter than four weeks, and despite some 
problems, such as the elimination of 
weekly ratings, it offers an opportunity to 
provide better data for media decisions. 
February, p. 72. 

Bernard Guggenheim — Contrary to 
popular opinion seasonal variations in spot 
radio activity is not matched with varia- 
tions in listening. March, p. 72 

Helen Johnston — The concept of day- 
time tv program loyalty, frequently em- 
ployed to explain low reach levels, is a 
media myth. April, p. 86 


Phil Shiffman — An understanding of 


the procedures employed by researchers to 
combine and codify data from 
sources can improve the buyer's ability to 
evaluate results. May, p. 84 

Bernard Guggenheim — Calling for a re- 
turn to the isn’t the answer to 
solving questions arising out of subjective 
opinions. Rather than more basics we need 
more meaningful measures. June, p. 89 

Helen Johnston — Media research is so 
busy being defensive that we've wound up 
struggling to maintain the status quo and 
given up any pretense of working toward a 
clearly defined objective. When someone 
shouts, “‘Let’s get back to basics!’ we 


various 


‘basics’ 


should answer, ‘‘We can’t go back, we ha- 
ven't been there yet: July, p. 80 

Phil Shiffman — Frequency of expo- 
sure, not reach, should be the game plan 
used in media planning. August, p. 86 

Bernard Guggenheim — A review of 
some well-known facts about agencies re- 
veals some not so well-known conclusions, 
namely that in constant dollar terms agency 
efficiency has slipped somewhat rather than 
improved over the last 10 years. Sep- 
tember, p. 78 

Helen Johnston — Which age breaks are 
most meaningful — 18-49, 50-54, or 
25-54? October, p. 78 

Phil Shiffman — The ARF has proposed 
a study of magazine audience measurement 
techniques to answer some basic questions 
about print research, but not everyone has 


‘jumped on the bandwagon to support it. 


November, p. 74 

Helen Johnston — The airing of more tv 
specials, decline in overall viewing levels, 
shifts in programming strategy and other 
new developments all mean careful track- 
ing and analysis by agencies is required. 


And maybe we'll develop as many new 
rules as there are new programs each year 


December, p. 74 
TELEVISION 
1970 


Judge's John J 
Henderson study, RTVR predicts that 
major market tv reps will contact ad- 


Jury—based on 


vertisers directly. January, p. 34 

Special Report on the 70’s—pre- 
dictions about marketing and media 
January, p. 41 

Spot tv's 1970 battle for billings— 
spot tv is prepared for hard times with 
new tools, 
acquainted efforts. February, p. 40 

The make-good mess—agency peo- 
ple blame the method of selling spot 
May, p. 34 

The great 
answers the Life/General Foods study 
findings: charges and 
counter-charges. June, p. 29 

Special Report: COLOR—research, 
quality several 
media. p. 48 

Who'll fill the holes?—how 20 top 
agencies react to FCC’s curb on prime- 
time network tv. August, p. 42 

Why Goldie switches media— 
Goldie Dietel of The Equitable ex- 
plains their switch to tv. September, p 
32 

Where de 
actions b: 
media to incrcasingly permissive ad 
copy. Septen.ver, p. 44 

Is tv’s 20-year honeymoon over?— 
advertisers want proof of commercial 
effectiveness, greater selectivity of 
audience, and assurance the mediv .i is 
healthy. November, p. 29 

Special Report: Concentration— 
ways to hit segmented markets hard 
with major media. November, p. 44 

There’s dynamite in Starch’s tv com- 
mercial tests—Starch is adding noted, 
associated and mis-identified scores for 
tv commercials. December, p. 38 

Tv Dictionary—glossary of terms 
for mediamen involved in broadcast 
buying. December, p. 53 


1971 


new prospects, ard get 


confrontation—how tv 


comments, 


and costs in major 


you draw the line?—re- 
agencies, advertisers and 


Sports on tv—how popularity is 
changing; basketball's up, baseball's 
down. January, p. 40 

Y&R catv test in Warner-Robins, 


Ga.—Agency looks into catv pro- 
gramming and ad sales. January, p. 46 

How Bissell competes in land of 
giants—Guest editor John Bissell on 





promoticnal package built around tv 
special. January, p. 48 

Anatomy of a negotiation—Tape- 
recording of a spot tv negotiation in 
Neil Aronstam’s office. February, p. 
44 

Why they joined the club—Hershey 
was the hold-out against national ad- 
vertising. Not any more. Here’s why 
Hershey president Harold Mohler 
made the switch. March, p. 31 

Spot tv station managers lament 
Network Actions—Station managers 
group heads and reps admit their 
problems have mounted since the nets 
pulled the rug out from under their 
price supports. March, p. 38 

How does your spot tv schedule 
look .. . after the buy—New puzzler 
for mediamen is how best to evaluate 
spot tv execution. The “indies” and 
full-service agencies are battling for 
honors as post-buy experts. March, p. 
48 

How Advertisers see tv’s Future— 
Advertisers and agencies wonder 
about the long-range outlook for tv as 
an advertising medium. April p. 40 

Return of the Sponsor—A combi- 
nation of marketing needs and indus- 
try changes is putting the showman 
back into the agency spotlight. May, 
p. 44 

Digisonics’ Dilemma—The electric 
monitor is making headway, but there 
are still many hurdles to overcome. 
Who will pick up the tab. June, p. 50 

The Full Disclosure Issue—What 
effect will the mounting pressures for 
more informative advertising have on 
media? May, p. 33 

How Manoff Negotiated with Ne- 
gotiators—Jerry Firestone, media vp 
at this agency pitted three buying 
services against each other, then 
bought the best offers. May, p. 36 

How's daytime ty doing?—The 
soapers are today’s big talking point in 
daytime tv programing. Here’s how 
buyers and sellers look at this $348 
million slice of tv. August, p. 42 

Is two-way tv around the corner? 
Perhaps the most exciting concept in 
the growing field of cable tv is two- 
way transmissions. Major advertisers 
are interested. August, p. 50 

The search for truth in tv ratings— 
Buyers and sellers of spot tv are again 
locked in battle over who will control 
the ratings. September, p. 39 

The Clutter Crisis—Guest editor 
Justin Gerstle of Ted Bates says ad- 
vertising effectiveness may be slipping 
because of clutter in major media. 
December, p. 42 


1972 


Eastern Airlines’ Package-Goods 
,Approach — how they put it all to- 
igether into twenty airline “packages.” 
(January, p. 29 

Who's Happy About TV’s prime- 
time access rule? Here’s how agencies, 
networks, and syndicates view the situ- 
ation since last fall when the “hot half 
hour” became prime time for syndica- 
tions — and little else. Jan., p. 40 


The odd buy — Here’s what hap- 
pened when Sharp Electronics bought 
3 minutes of net tv to sell calculator- 
— they're happy with their switch of a 
business campaign to tv. Feb., p. 40 

Can air advertising survive the FTC- 
FCC squeeze? What's happening in 
Washington that may or may not af- 
fect advertising — what do the adver- 
tisers and the media think and what's 
going on in the nation’s capital? 
March, p. 35 


FCC Chairman contends he’s pro- 
advertising — FCC's Miles Kirkpat- 


rick, in a special MEDIA DECISIONS in- 
terview, tells that he is fully in favor of 
honest, sincere advertising which tells 
the truth. March, p. 38 

The exploding sports scene — Why 


advertisers chasing males turn to sports 
in radio and tv. May, p. 48 

Round two for access time — Major 
advertisers are increasing their use of 
trade-out syndication to fill their Ac- 
cess Rule Time. But media-program- 
ing specialists at top 20 agencies still 
predict it will fail in the long run. July, 
p. 43 


ARB vs. NSI — They're both out to 
win control of the tv market ratings 
business. Here’s what the two services 
offer. August, p. 50 

What's best for tv spot buying? Pool 
or brand? The demise of Colgate’s spot 
tv buying pool at Bates was a shocker. 
What’s behind the switch? What does 
it portend? Sept., p. 52 

The spot tv paperwork jumble — A 
round table discussion led by guest 
editor Bob Liddel with George Simko, 
Joe Ostrow, Jack Fritz, Walter Nilson, 
Jack Brennan and George Lily as 
participants. Oct., p. 52 


How Frank & Howard case a mar- 
ket — They're the top at Cunningham 
& Walsh and the pictures show what 
they do on safari to a tv market that’s 
chénging. Nov., p. 54 

How the Nixon broadcast buys were 
made — How SFM executed the care- 
ful buying of the Republican candi- 
date’s election campaign. Dec., p. 48 


1973 


Why Bahr is high on cassettes — Y&R’s 
media mystic sees cassettes as a viable 
medium now for reaching highly seg- 
mented audiences. January, p. 52 

Roundtable I: CLUTTER First of a 
series of Media Decisions Roundtables on 
major problems facing advertisers is con- 
cerned with clutter on tv. Panel of experts 
defines the problem and suggests a course 
of action. March, p. 43 

Why Nielsen will cut-back weekly tv rat- 
ings — Next year Nielsen's NSI will be 
reduced in frequency closer to what ARB 
offers. Here’s the agency and situation 
reaction. July, p. 56 

Roundtable 5: Children’s tv — Media 
Decisions brought the divergent points of 
view on this national controversy together 
and recorded their differences at a confer- 
ence moderated by Bill Claggett of 
Ralston-Purina. August, p. 64 

How General Foods buys children’s tv 
— Archa Knowlton, GF’s director of 
media services explains a system for 
screening children’s tv shows, including 
the locals. October, p. 58 

Is the price right? What's going on in the 
burgeoning and often bargain-basement 
world of record album selling via tv. Oc- 
tober, p. 66 

What to do about cluttervision — 
George Simko of Benton & Bowles on how 
to solve tv-clutter. November, p. 158 

It's a color tv Christmas — Prime target 
for color tv set manufacturers this season is 
the male football enthusiast. December, p 
64 


1974 


Trouble ahead for daytime tv? 
Agency media directors see a flaw in cur- 
rent prosperity of nets in daytime. Ratings 
for key audience segment women 18-49 are 
slipping. April, p. 56 

Can tv station groups get big advertisers 
to agree to rate stabilization? — Some *‘offt 
the record’* comments on this question. In- 
side Media. May, p. 36 

Why Mrs. Barth buys violence — TV 
fringe and odd adjacencies have catapulted 
two cosmetic products into volume sellers 
in self-service stores. May, p. 72 

How advertising’s legal pundits size up 
the children’s tv rumble — Agency and 
advertiser lawyess quizzed on FTC's Eng- 
man statement concerning children’s ad- 
vertising exploitation fall into two groups, 


one insisting on further FTC clarification 
and rules and the other desiring early self 
regulatory moves anticipating FTC's next 
step. Inside Media, July, p. 36 
Children’s tv: Calm before the storm? — 
Concessions made by broadcasters and ad- 
vertisers to consumerists have taken the 





heat off. But for how long? August, p. 48 

The 1974-75 sports explosion — Sports, 
the great American entertainment machine, 
continues to gobble up broadcast time and 
devour columns of print as advertisers vie 
to foot the bill. November, p. 64 


1975 


Special Report on corporate image ad- 
vertising — Part 1 — 1975's biggest ad 
push is the new style of advertising being 
used this year by the nation’s largest corpo- 
rations. It’s creating some new media pat- 
terns. February, p. 49 

Controversy rages over extension from 
four to eight weeks for tv sweeps ABC-TV 
opposes shift to eight week sweeps at this 
time because there is no unanimity in the 
industry for the move. March, p. 33 

Special report on corporate image adver- 
tising — Part 2 — How 27 corporations 
profile themselves. Media choices vary to 
match varying corporate communications 
goals. March, p. 60 

‘*Local spot buying is here to stay"* — A 
second look at McCann-Erickson’s three- 
year-old decentralized broadcast buying 
network, Media Investment Service. April, 
p. 74 

TV diaries under the gun — In wake of 
the uproar over variations in magazine au- 
dience research, tv interests are taking 
steps to reform tv diary research. May, p 
64 

Anatomy of a $4.5 million insurance 
budget — How New York Life targets 
media at specific national prospects 
through magazines and tv, and specific 
local prospects through newspapers. May, 
p. 66 

Why Van Heusen favors semi co-op spot 
television — Here's a local tv ad plan to 
which dealers contribute 20%, but it’s not 
handled like a traditional co-op deal. June, 
p. 80 

TV in the 1980°s — Needham, Harper & 
Steers prepared this 10-year forecast. The 
big changes total color households, frag- 
mentation of tv audiences. July, p. 55 

Year of the preemption — National ad- 
vertisers spent $140 million for specials 
time in 1974-75. They'll spend even more 
next year for Bicentennial and other events. 
July, p. 62 

How to buy ‘‘black tv’’ — A black mar- 
ket specialist in Chicago uses conversion 
factors to pick shows likely to rate higher 
than average with blacks. September, p. 62 

Toy advertisers earlier and bigger in 
spot tv — The toy industry appears to have 
committed itself to about the largest outlay 
in years for Christmas advertising in spot 
tv. Inside Media Box. October, p. 28 

Who's cashing in on the sports gusher? 
— Part one of a two-part report on local 


broadcast sports is concerned with the ins 
and outs of network and local competition 
for the sports audience, team rights and ad- 
vertiser participations. October, p. 53 

Will Coltram be able to put out fire its 
CATV audience probe ignited? — Appa- 
rently where the whole donnybrook stands 
now is for the COLTRAM team to decide: 
(1) whether to have Ernst & Ernst complete 
the commission as originally laid out 
and/or (b) adopt the suggestion made by 
Nielsen’s Jim Lyons, who called for a third 
party investigation. Inside Media Box 
November, p. 26 

Who’s cashing in on the sports gusher? 
— In part two of two-part report, MEDIA 
DECISIONS Offers a guide to local live sports 
available in top markets next year. 
November, p. 56 

TV viewing drop — who’s to blame? — 
Was it that the Nielsen computers went be- 
serk, that network programmers goofed or 
that viewers found other things to do? De- 
cember, p. 62 


As I See It telev‘sion columns by: 
1970 


Dan Borg—tv programing will ex- 
pand when it becomes a_ portable 
medium. January, p. 58 

Dave Arnold—January and Febru- 
ary Offer largest tv audience, but spot 
sales are low then. February, p. 50 

Jewels Fine—difference in viewing 
levels reported by ARB and Simmons 
points up need for basic methodolog- 
ical studies. March, p. 48 

George Simko—why must some 
stations modify their policies without 
proper notice, instead of using the 
4A’s contract? April, p. 74 

Dan Borg—cpm will become less 
important than audience characteris- 
tics in buying tv. May, p. 50 

Dave Arnold—many excellent regu- 
lar shows get started as summer re- 
placements. June, p. 70 

Jewels Fine—FCC rulings on catv 
and primetime network programing. 
July, p. 72 

George Simko—new competition 
from magazines should jolt television 
into doing more research. August. p. 
56 

Dan Borg—gripes with reps regard- 
ing estimated ratings, following- 
through after sale, and merchandising. 
September, p. 58 

Dave Arnold—agencies should 
pressure stations to adopt the standard 
invoice form worked out by TvB. 
October, p. 52 

Jewels Fine 





lesser recall of com- 


mercials positioned in daytime rather 
than nighttime may be balanced out 
by frequency of exposure. November, 
p. 78 

George Simko—new tools for exam- 
ining tv audiences by finer demo- 
graphic breaks require finer marketing 
targets. December, p. 62 


1971 


Special Report: UPDATE 1970-71. 
The changing nature of broadcast by 
George Simko. January, p. 60 

Dan Borg—Blame for the sea of 
paperwork rests with reps and sta 
tions. February, p. 66 

Dave Arnold—Are home record- 
ing devices really the true wave of 
the future? March, p. 56 

John Meskil—John doesn't see the 
great new communications era the 
FCC prime-time ruling was supposed 
to generate. April, p. 62 

Sandy Reisenbach—Let’s direct our 
efforts toward finding more economi- 
cal ways to increase the number of 
rating reports, not cut them back. 
May, p. 74 

Dan Borg—The medium is chang- 
ing. And change is both the nature of 
the medium and good for it. Change 
in tv represents true progress. June, p. 
66 

Dave Arnold—Interview with Reg- 
gi¢e VanQuackenbousch—how _ the 
public’s mind is bent by programing. 
July, p. 62 

John Meskil—Local stations should 
announce their early evening sched- 
ules at the same time the networks 
announce their new schedules. This 
will aid in lead-in program evaluation 
and compatible programing decisions. 
August, p. 56 

Sandy  Reisenbach—The _ public 
should know that the professional 
media evaluator buys and cares about 
people reached, not homes reached. 
September, p. 68 


Dan Borg—Some good points 
about tv. It's never been complacent, 
is more than satisfactory, and is get- 
ting better. October, p. 66 

Dave Arnold—Another kind of tv 
premicre—The single exposure spe- 
cial. They offer great opportunity for 
commercial isolation and merchandis- 
ing. November, p. 62 

John Meskil—Nielsen ratings show 
that people are becoming more selec- 
tive in their viewing. Most viewers 
seem to prefer the re-runs and old 
movies to the freshest network fare. 
December, p. 62 








1972 


Dave Arnold — What is the future 
of children’s tv? How will this affect 
the advertiser? Jan., p. 60 

Dan Borg — Virtually everyone has 
a different opinion on this year in tv. 
Tv is soft now; rates are low and may 
decline further. Feb., p. 66 

Sandy Reisenbach — The compli- 
ance to the FCC’s prime time rule has 
led in some cases to even more clutter 
than ever before. March, p. 69 


John Meskil — It’s now tougher 
than ever to determine ratings and 


shares for new and returning shows. 
April, p. 64 

Sandy Reisenbach — Networks are 
trying to program better even though 
admen feel the new season will bring 
“safe bets” and facsimilies of last sea- 
son's hit shows. May, p. 74 

Dan Borg — Conditions are chang- 
ing, rates are climbing, here are some 
hints on how to keep your head in 
making the media buy. June, p. 60 

Dave Arnold — We measure audi- 
ences but not results in communica- 
tion. July, p. 66 

John Meskil — 
shows — fair and warmed 
August, p. 62 

Sandy Reisenbach — Tennis is re- 
viewed as the sleeper spot for tv cov- 
erage. Sept., p. 80 

Dan Borg — Tv today is not fea- 
turing programing that is current. Sug- 
gestions as to up-dating it are offered. 
Oct., p. 78 

David Arnold — The complaints 
heard about tv programing indicate 
the importance of the vehicle in the 
lives of people today. Nov., p. 76 

John Meskil — The volume of tv 
commercials is. thought to limit their 
effectiveness. The “clutter” problem 
in America is compared to the non- 
clutter problem in England. Dec., p. 74 


1973 


Forecast on fall 
over. 


Dave Arnold — The New Year's resolu- 
tions for tv buyers is included in this col- 
umn. January, p. 7! 

John Meskil — With movies opposite 
new programs in television there are prob- 
lems for the buyer. February, p. 79 

Sandy Reisenbach — The prediction of 
television programing change is set for the 
last half of the *70’s. March, p. 84 

Dan Borg — It is the opinion of many 
that local station representatives are out to 
cut the throats of their national counter- 
parts. April, p. 74 

Dave Arnold — Buyers will be pleased 
with BAR’s improved checking system 


which will report on instances of over- 
commercialization and summarize com- 
mercial practices by market and station. 
May, p. 90 

John Meskil — Tv fall lineup receives a 
night by night evaluation. June, p. 90 

Sandy Reisenbach — There might be a 
different picture of television audiences if 
measurements were based on a sample of 
individuals rather than households. July, p. 
98 

Dan Borg — A buyer must proceed on 
hunches when the new fall programing 
line-up is presented. August, p. 82 

Dave Arnold — The prediction for the 
fall tv line-up; four flops and one hit. Sep- 
tember, p. 92 

John Meskil — 
buying versus the scatter plan. Oct. p. 86 

Sandy Reisenbach 
put forth for other monies in the prime time 


A look into selective tv 
Suggestions are 


tv area. November, p. 98 
Dan Borg — Estimating errors are too 
frequent on both the buyer’s end and the 


"79 


sellers. December, p. 72 
1974 


Dave Arnold Congratulations are 
offered for the mini-series on tv this year 
These examples of 


television's ability to serve various kinds of 


**specials’’ are 


audience interests. January, p. 72 

John Meskil — In the face of unpredict- 
able changes in programing the advertiser 
should be able to count on some guarantee 
anc compensation if his rating is hurt. Feb- 
ruary, p. 72 

Sandy Reisenbach Specials provide 
audiences as large as other shows with all 
the plusses of environment and greater re- 
sponsiveness to advertising. March, p. 80 

Dan Borg — The tightening of the 
economy had good and bad effects on the 
tv industry. April, p. 74 

Dave Arnold — Consumer pressure has 
the networks responding with more educa- 
tional and informational children’s tv 
scheduled for this fall. May, p. 80 

John Meskil — Network fall tv forecast, 
show by show, night by night. June, p. 68 

Mike Drexler — Fragmentation of audi- 
ences in tv programing might be one an- 
swer to the space demand problem that has 
fired the clutter issue. July, p. 86 

Dan Borg — Heavy fall scheduling com- 
ing on heels of summer vacations poses 
problems for media buyers. Agreement on 
a system between networks and local sta- 
tions to avoid competitive clutter would 
make things easier. August, p. 66 

Dave Amold — Sample auditing proves 
effective way of monitoring spot tv per- 
formance. September, p. 98 

John Meskil — A fourth tv network 
would provide outlet for abundance of 


programing advertisers currently are un- 
able to find time for in network scheduling. 
October, p. 74 

Sheldon Taule — Networks continue to 
ignore non-New York agencies despite the 
fact that these firms handle 27% of national 
ad volume. November, p. 76 

Frank Carvell — Elimination of pre- 
miums and reductions in time are causes 
for concern in children’s advertising. De- 
cember, p. 76 


1975 


Roger Bumstead — If the tv business 
wants to protect and build national -spot, it 
has to create a new interface with media 
planners. January, p. 79 


Dan Borg — Despite criticism of pro- 
gramming and advertising, tv has sustained 
a remarkable vitality, excitement and mag- 
netism. February, p. 78 

Lois Seiden — The shift of advertising 
dollars out of daytime tv into print may 
have something to do with the failure of 
programming to meet the intellectual de- 
mands of today’s female audience. March, 
p. 79 

Dave Arnold — The fall program lineup 
reflects some change and promises to con- 
tinue the good public acceptance record. 
April, p. 80 

Jim Barker — The NAB’s new position 
on the sex/violence issue is loosely defined 
and all but unmanageable. May, p. 78 

John Meskil — The networks appear to 
have put together schedules that will be the 
best the viewer has seen in years. June, p. 
84 


Sheldon Taule — The Nielsen Televi- 
sion Index is a necessary supplement to 
ARB and NSI age and sex information in 
evaluating spot tv. July, p. 76 


Frank Carvell — Public attitudes toward 
television and the increasing problem of 
continuity acceptance are two factors 
which must be considered in media plan- 
ning. August, p. 78 

Roger Bumstead — Much of the tv elite 
is failing to promote the total values of the 
medium to top business levels where deci- 
sions are made. September, p. 88 


Dan Borg — After reviewing several 
years of composite predictions on new 
programs by major agencies, one can only 
conclude that sound judgment is only 20% 
of the criteria with 80% of the reasoning for 
paying high fall prices based upon hope, 
prayer and a desire to be part of the drama 
October, p. 80 

Lois Seiden — Somewhere there must 
be solutions to the programming problems 
but they will never be found if the problems 





are not first clearly defined without 
everyone trying to just shift respon- 
sibilities. November, p. 76 

Dave Arnold — In regard to the drop in 
household ratings a number of factors are 
contributing to what amounts to a loss of 
only a few percentage points, which means 
that any single factor is probably small and 
not very significant. December, p. 76 


BRAND REPORTS 


Brand Report No. 1: Proprietaries — 
First of series of special reports on competi- 
tive a tivity in major advertising categories. 
The question here: Should over-the-counter 
arug advertisers be more selective in their 
media strategies? September, p. 131 

Brand Report No. 2 — Cereals and 
soups — Cereals are a fractionalized cate- 


gory with the leader among 65 top brands, 
Cheerios, at 6.5% share-of-market. 
Campbell dominates soups with a remarka- 
ble 80% share. October, p. 147 

Brand Report No. 3: Retail chains — 
Sears, Penney, Ward, Kresge (K-Mart) and 
Woolworth lead the pack, as retail giants 
assume characteristics of national brand 
advertisers. November, p. 118 
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BUSINESS PUBLICATIONS 

How four major advertisers domi- 
nate in business books. Problem of 
securing stand-out position is common 
to many advertisers in leading trade 
books. Here’s how four solved the 
problem. January, 1977, p. 68. 

Special report on business advertis- 
ing — Part 1. First of three articles 
gives the view from the top executive 
level of media designed to reach other 
businessmen. March, 1977, p. 59. 

Special report on business advertis- 
ing — Part 2. Are ad agencies giving 
the business press the brushoff? They 
say no. But business paper publishers 
complain they are getting less share of 
attention. April, 1977, p. 76. 

Special report on business advertis- 
ing — Part 3. Has the business press 
turned the corner? It’s booming right 
now, but will it continue to catch up 
with the other media? May, 1977, p. 
76. 

At Timken, ‘‘no substitute for the 
truth.’ ‘‘The truth may not be easy to 
sell, but there’s no way to avoid it in 
media planning,’’ says Guest Editor 
Jim Oaks, ad manager of The Timken 
Company, Canton. July, 1977, p. 59. 

‘‘Product advertising comes first.’’ 
Jack Laffin, director of communica- 
tions and advertising for Rockwell In- 


ternational, explains wity this is so in 
his company. March, 1978, p. 64. 

Media costs will rise 8.4% next 
year. 8th Annual Media Cost Survey 
shows that media cost rises continue, 
but not at the wild rate of recent years. 
Includes long-term track record re- 
ported by JWT. August, 1978, p. 57. 

Marketing maven from Marion 
(Ohio). Guest Editor Phil Jursek tells 
how a big agency in a small pond 
profits by its novel approach to market- 
ing. He’s vp-marketing services, 
Howard Swink Advertising. October, 
1978, p. 74. 


As | See It Columns 
on Business magazines by: 

Mike Walsh — The effectiveness of 
business magazines, particularly in 
selling the product to its users, can be 
increased this year. January, 1977, p. 
80. 

Ron Grimm — Communication is the 
lost element in business media plan- 
ning. February 1977, p. 90. 

Wes Rosberg — A progress report on 
the new offset color standards was is- 
sued by the 4A’s, ABP and MPA. 
March 1977, p. 86d. 

Mike Walsh — A new report pre- 
sented by CMC represents the most 
current and comprehensive study on 


inquiry cards and their value to mar- 
keters. April 1977, p. 84. 

Bill Hadley — There have been 15 
key markets added to BPA’s com- 
parability program. May, 1977, p. 92. 

Hank Platek — Only 215 business 
publications offer ad readership re- 
search. June, 1977, p. 84. 

Mike Walsh — Here’s how to handle 
the new magazines serving the new 
markets. July 1977, p. 92. 

Bill Hadley — Basic business publi- 
cation planning involves strategy first, 
then execution and then measurement 
of results. August, 1977, p. 90. 

Hank Platek — Business publishers 
are being asked to provide services 
beyond the primary business of pub- 
lishing. September, 1977, p. 116. 

Mike Walsh — Agency media people 
can take advantage of the special 
knowledge publication editors have 
with face-to-face dialogues. October, 
1977, p. 92. 

Jack Trout — Advertising people 
should get into the business of 
strategy. November, 1977, p. 84. 

Jeff Bryden — If audited books fol- 
low the standardized statement 
classifications of the Media Com- 
parability Council, then there is a pos- 
sibility of an apple to apple compari- 
son. December, 1977, pg. 98. 





Mike Walsh — Changes in circula- 
tion methods are not in themselves im- 
portant as long as qualified circulation 
is obtained and increased. January, 
1978, p. 84. 

Laurel Baer — Merchandising 
through the business papers is a vital 
part of the total marketing plan. Feb- 
ruary 1978, p. 82. 

Hank Platek — There is a need for 
more accuracy and comparability in 
reporting ad volume figures. March, 
1978, p. 92. 

Mike Walsh — Top management 
wants more proof today than ever be- 
fore that their advertising is effective. 
April, 1978, p. 100. 

Laurel Baer — Trying to turn ad- 
vertising dollars over to the business 
press from the general media is a very 
difficult job. May, 1978, p. 90. 

Hank Platek —- The Media Com- 
parability Council has a committee 
working on the tabulation and report- 
ing of ad volumes. June, 1978, p. 92. 

Mike Walsh — Profitable publishing 
can involve new services to advertis- 
ers. July, 1978, p. 82. 

Laurel Baer — Need for a new style 
of selling in the business press field. 
August, 1978, p. 106. 

Hank Platek — What’s the best way 
to handle surplus of media sales calls? 
September, 1978, p. 90. 

Mike Walsh — Needs for data on 
business publication expenditures. Oc- 
tober, 1978, p. 92. 

Laurel Baer — Changes that would 
uncomplicate the world of business 
press media buying. November, 1978, 
p. 80. 

Hank Platek — What's different 
about business paper media planners? 
December, 1978, p. 96. 


Consumer magazines 

Are magazines retailing’s ‘‘late 
bloomers’’?. While newspapers and 
television hog the retail advertising 
headlines, Sears, K-Mart and others 
are taking some big flings in maga- 
zines. March 1977, p. 64. 

The new TGI. Target Group Index 
now estimates total audience of 145.4 
million adult readers of 119 consumer 
magazines. May, 1977, p. 96. 

B&B’s $40,000,000 tv tune-out. 
Across the board, product by product, 
Benton & Bowles has asked clients to 
test alternate media, mostly maga- 


zines. Here’s why. June, 1977, p. 62. 

Furniture turns to magazines for 
longterm sell. Visual appeal and long 
reference life makes magazines the top 
choice for Thomasville, Ethan Allen 
and Sears, the furniture leaders. Sep- 
tember, 1977, p. 72. 

Those Sears blockblusters. Inside 
story on how and why Sears is using 
multi-page magazine ads promotion- 
ally for housewares, and backing them 
up with tv. October, 1977, p. 62. 

The ‘‘instant winner’’ medium. 
New consumer games seem well suited 
to a media mix of magazines and dis- 
plays in stores. Perhaps the biggest 
winner is magazines. November, 
1977, p. 68. 

Poles apart. Simmons and TGI re- 
leased their magazine readership re- 
ports last month and the differences 
were greater than anyone expected. 
November, 1977, p. 74. 

Magazine birth rate soars. Since 
start of 1976, 200 new magazines have 
been launched. Heie’s a look at the 
fortunate few who seem to be making 
it. December, 1977, p. 64. 

Lillian Vernon’s fight for mail order 
sales. Her problem is a drop in mail 
order response. Her solution is to try 
new magazines and new magazine po- 
sitions. Budget $1,000,000. Decem- 
ber, 1977, p. 70. 

Will more frequency create more 
reading? Fortune, Family Circle, 
Woman's Day, Esquire, Forbes, have 
increased frequency. March, 1978, 
p. 74. 

The great escape. Consumer maga- 
zines, book publishers, couponers, 
local advertisers are joining forces to 
escape rising postal costs. Loser will 
be U.S.P.S. March 1978, p. 130. 

The big Seagram switch. Frank 
Berger, president, and Walter Haiman, 
executive-vp-marketing, doubled ad 
budget to $40,000,000 and poured 
almost 2ll of it into magazines. Here’s 
why. May, 1978, p. 76. 

Only game in town. That’s the 
question begin asked most about 
merger of Simmons and TGI. Here’s 
reaction to combination of two famous 
Magazine audience research firms. 
August, 1978, p. 70. 

Coming out party for new maga- 
zines. September starts the action in 
advertising. It also starts an impressive 
parade of new magazines. Some of 


America’s leading publishers are in- 
volved. September, 1978, p. 62. 

Magazine ‘‘special’’ explosion. 
Here’s a roundup on the new titles in 
annuals, semi-annuals, quarterlies 
catering to magazine reader special in- 
terests. October, 1978, p. 72. 


As | See It Consumer 
Magazine Columns by: 

George Rosenkranc — The higher 
subscription costs of magazines does 
not mean lower advertising rates. 
January, 1977, p. 78. 

Dave Arnold — There is a need to 
know ‘‘why’’ people read magazines. 
February, 1977, p. 92. 

Roger Bumstead — Single copy 
circulation revenues are almost equal 
to ad revenues. March, 1977, p. 86B. 

John Meskil — Magazines have ben- 
efited from the escalating costs of tv 
but rather than having their density de- 
termined by television there are posi- 
tive steps that magazines can take to 
insure continued growth. April, 1977, 
p. 88. 

Sheldon Taule — It’s possible that no 
other medium equals the intensity of a 
magazine reader. May, 1977, p. 94. 

Frank Carvell — Magazines have 
been able to curtail rate increases by 
passing along increased costs to their 
readers. June, 1977, p. 88. 

Madeline Nagel — The smart strat- 
egy is staying with the right magazine 
and putting enough frequency to work 
with the entire audience — good pros- 
pects, average and even poor. July, 
1977, p. 92. 

Neil Faber — There is too much con- 
centration on cpm’s and the computers 
as they relate to magazine planning. 
August, 1977, p. 80. 

George Rosenkranc — An advertiser 
should be guaranteed the rate base for 
every issue used. September, 1977, 
p. 112. : 

Michael Ephron — The small selec- 
tive circulation magazines have an op- 
portunity to be in the Erdos and 
Morgan second readersnip study. Oc- 
tober, 1977, p. 80. 

Roger Bumstead — Before advertis- 
ing in a new magazine see if it fits the 
guideline. November, 1977, p. 89. 

John Meskil — Buyers and sellers in 
the magazine industry should begin to 
accept major changes in aduience data. 
December, 1977, p. 92. 





George Rosenkranc — Local promo- 
tioncl advertising could be implement- 
ed in magazines. January, 1978, 
p. 84. 

Roy Minster — The questions for 
planners in the magazine field are: 
What to do with the new magazines 
and what to do about the dichotomy in 
syndicated audience research. Feb- 
ruary, 1978, p. 84. 

Roger Bumstead - The 21% in- 
crease in magazine advertising in 1976 
was due to a good economi are, 
resistance to high tv cost and a tiood of 
new magazines. March, 1978, p. 86. 

John Meskil — Quality control 
should extend to regional editions of 
magazines. April, 1978, p. 84. 

Sheldon Taule — If considered intel- 
ligently circulation growth still can be 
a useful tool in determining if pub- 
lishers are producing magazines peo- 
ple wish to read. May, 1978, p. 94. 

Frank Carvell — The continued 
growth and flexibility delivered by re- 
gional editions of magazines makes it 
more difficult to justify the launching 
of a new publication. June, 1978, 
p. 90. 

Madeline Nagel — Talented creative 
people see magazines as a missed ad- 
vantage; a fine medium that doesn’t 
always get a fair share. July, 1978, 
p. 80. 

Neil Faber — The fragmentation of 
mass television audiences has already 
begun. August, 1978, p. 109. 

George Rosenkranc — Many adver- 
tisers would benefit if the rate of audi- 
ence accumulation were a known fac- 
tor for every magazine. September, 
1978, p. 78. 

Dave Arnold — As the original in- 
formation dispenser print looks 
stronger and stronger as a strategic 
medium. October, 1978, p. 90. 

Roger Bumstead — A nine point list 
of resolutions is offered on magazine 
publishing for the New Year. Novem- 
ber, 1978, p. 86. 


GOVERNMENT 

Can ‘‘Oz”’ save his city? the selling 
of New York is said to be the third 
toughest job in America. Here’s the 
man who’s trying to do it, Osborne 
*‘Oz"’ Elliott. June, 1977, p. 64. 

Jimmy Carter moves in. Here’s 
what to expect from the new President 


and his new administration. June, 
1977, p. 70. 

Broadcasters’ bogeyman. Lionel 
Van Deerlin is Congressman in charge 
of rewriting The Communications Act. 
Profile of dedicated man writing legis- 
lation that many broadcasters don’t 
want. August, 1977, p. 60. 

Pertschuk’s FTC: consumerist 
takeover? New FTC Chairman is out to 
make his agency ‘‘the country’s largest 
public interest lawfirm.’’ But he’s got 
a tough Congress to deal with. 
November, 1977, p. 76. 


INTERNATIONAL 

International Marketing and Media. 
England: moving towards a media 
mix. Things are looking up down- 
under in Australia. ‘‘Spain is Bar- 
celona and Madrid.’’ Worldwide 
media budget: $49 billion. May, 1977, 
p. 136. 

Japan’s stake in U.S. media - 
What’s its future? How threatened is 
Japanese advertising here as a result of 
the balance-of-trade crisis? Here’s how 
media experts view a cloudy situation. 
February, 1978, p. 59. 


MARKETING 

How do you bring them into a shoe 
store? Jack Aneser of Kinney Shoes 
and Jerry Bess and Russ Finley of 
Sawdon & Bess explain how they plan 
media for Kinney. January, 1977, 
p. 64. 

How Mr. Coffee climbed to the top. 
Mr. Coffee grabbed 28% penetration 
in market that was already 99% satu- 
rated; $15 million more media dollars 
is being put behind this brand in 1977. 
March, 1977, p. 62. 

How to become Number One. 
Douglas Elgood, a charming Scotsman 
who is president of Gordon’s Gin, 
gives his view of how to succeed in 
business on this side of the Atlantic. 
March, 1977, p. 66. 

From fad to fame. Yogurt, the dar- 
ling of the health food cultists, has 
been repositioned. March, 1977, p. 74. 

Retailer on wheels. Greyhound 
Lines thinks like a retailer and rolls out 
its advertising accordingly. March 
1977, p. 76. 

Mrs. Smith licks a pie problem. 
Unique campaigns by Mrs. Smith’s 
pies helped correct a problem in sag- 


ging sales in restaurants and supermar- 
kets. April, 1977, p. 64. 

Who’s getting the showbiz media 
dollars? When box office for stage 
plays and musicals started to slide, the 
promoters tried adding tv and radio to 
traditional newspaper advertising. 
April, 1977, p. 70. 

L’Oreal’s mission in the U.S. When 
L’Oreal decided to invade the U.S. 
market, they sent Jean Caste over from 
Paris. Here’s the strategy he evolved. 
May, 1977, p. 66 

So they all speak Spanish. How to 
reach the Spanish markets within the 
U.S. May, 1977, p. 68. 

The blue collars. What’s special 
about the so-called ‘‘blue collar’’ mar- 
ket and the media that specialize in 
blue-collar worker interests? May, 
1977, p. 72. 

The swingin’ singles. The young 
marrieds are having a ball. Their new 
lifestyle is high in discretionary in- 
come, travel, recreation, casual wear 
spending. June, 1977, p. 59. 

Liquor market in transition. Liquor 
marketers are worried. Total sales are 
flat, although some categories are up. 
Media strategists are searching for 
workable answers. June, 1977, p. 68. 

How banks plan media. Competi- 
tion among retail banks has led them to 
broaden the media mix, try new forms 
of promotional advertising. July, 
1977, p. 72. 

How a no-name car challenges the 
giants. An unknown import three years 
ago, Subaru emphasizes spot tv and 
spot radio, together with magazines, to 
get within shouting distance of Toyota. 
July, 1977, p. 74. 

Nothing soft about cotton. Cotton, 
Inc. is waging a heavy media battle 
with jeans manufacturers to keep jeans 
cotton-pure. August, 1977, p. 70. 

Turnaround. How the dairy farmers 
of California stopped skidding milk 
sales and got them on the upgrade 
again. August, 1977, p. 74. 

The beer battle. Introduction of low 
calorie beers has led to fat media 
budgets for battling brewers who must 
compete in a new situation in their 
field. September, 1977, p. 62. 

Smoke detectors — hot item in fall 
advertising. Pittway Corp. found a 
way to cut costs on home smoke detec- 
tors. Sears found a consumer market 





for them. Now seven big advertisers 
are in the act. September, 1977, p. 66. 

**We pick media to match the mes- 
sage.’’ Guest Editor Russ Johnson 
explains planning, creative and buying 
procedures at Panasonic, where cpm’s 
can’t take a back seat. September, 
1977, p. 70. 

Don’t overlook the $200 billion 
55-plus market. Marketers who con- 
centrate all of their fire power on the 
18-49 age bracket may be missing a 
golden opportunity. Here’s why. Oc- 
tober, 1977, p. 59. 

Those Sears blockbusters. Inside 
story on how and why Sears is using 
multi-page magazine ads promotion- 
ally for housewares, and backing them 
up with tv. October, 1977, p. 62. 

Who’s copier king now? A small 
army of tough marketers is out to push 
Xerox off its once secure copier perch. 
They ’re in an escalating war of media 
dollars. October, 1977, p. 66. 

How to sell a lawnmower in the 
winter — Toro wants to keep sales up 
during the lawnmower off-season. The 
approach: transfer its respected brand 
name to snow throwers. October, 
1977, p. 70. 

Step two in A&P’s comeback. Price 
and Pride are still image builders for 
A&P but new advertising chief Mike 
Rourke has shifted emphasis from 
image to item advertising. November, 
1977, p. 62. 

Paperbacks go the package goods 
route. Harlequin Books has moved 
into the U.S. paperback book market, 
pumping in more dollars in major 
media than U.S. publishers. December 
1977, p. 66. 

How Pontiac pinpoints. Guest Edi- 
tor Chris Meyers explains how Pontiac 
selects media to reach sharply defined 
targets for six major car lines. De- 
cember, 1977, p. 74. 

*‘La Machine’’ vs. GE, Sunbeam, 
Norelco, etc. French import with 
catchy name is front-runner in race for 
new appliance market-food proces- 
sors. Media dollars may top $30 mil- 
lion next year. January, 1978, p. 68. 

Chris-Craft: it’s making waves 
again. Oldtimer in boats is once more 
aggressive after losing its long-time 
leadership. January, 1978, p. 70. 

Pepsi’s media bridge to Black mar- 
kets. Pepsi is gambling on an unusual 
media opportunity to help solve its re- 


lations problem in Black areas. Feb- 
ruary, 1978, p. 70. 

Why Vicks loves older women. The 
mature woman is target audience for 
Oil of Olay. Here’s the media strategy 
behind it. March, 1978, p. 62. 

Product advertising comes first. 
Jack Laffin, director of communica- 
tions and advertising, Rockwell Inter- 
national, explains why this is so in his 
company. March, 1978, p. 64. 

How to spot a Marine. New media 
mix used by Marine Corps. in recruit: 
ing. They’ve added television, but 
magazines are still base. March, 1978, 
p. 70. 

Soda pop binge. Three venturesome 
smaller soft drink bottlers are using 
media regionally to gain hotly con- 
tested market shares. April, 1978, 
p. 64. 

Airlines take price war into news- 
papers. May, 1978, p. 64. 

Waring’s small appliance blitz. New 
product strategy of ola appliance 
leader. May, 1978, p. 70. 

The big Seagram switch. Frank 
Berger, president, and Walter Hai- 
mann, executive vp-marketing, dou- 
bled ad budget to $40 million and 
poured almost all of it into magazines. 
May, 1978, p. 76. 

The great American weekend. 
Roger Bumstead, senior vp-media, 
Tinker/Campbell-Ewald, analyzes 
what’s different about media habits of 
consumers on weekends. June, 1978, 
p. 64. 

Radio’s reluctant rebel. George 
Feldman, vp in charge of Blue Lustre 
Home Care Products, didn’t want to 
give up spot tv, but he had no choice. 
June, 1978, p. 66. 

Three ways to escape clutter. One 
agency’s answer to the clutter problem 
is to mix media rather than pulling out 
entirely. June, 1978, p. 72. 

Direct response: getting bigger in 
major media. June, 1978, p. 74. 

Confessions of a P&G brand man- 
ager. Media Decisions listens as P&G 
brand man bares his soul. July, 1978, 
p. 64. 

Lawyers get their day in media. 
First experience of lawyers as adver- 
tisers. July, 1978, p. 66. 

Datsun’s mediamen — they're driv- 
en! How Datsun stretched a modest 
budget increase. July, 1978, p. 68. 

Less is more. Weight Watchers, 


Inc., uses a slight media plan to cover 
wide audience. July, 1978, p. 74. 

Director of top 200 advertised 
brands. Trends among top 200 mil- 
lionaire spenders in major media. 
Total expenditures 1974-1977. Direc- 
tor of decision makers and expendi- 
tures in each of eight major medium 
for each brand. July, 1978, p. 113. 

The daily gamble. State lottery 
commissions are spending over $23 
million in major media, most of it in 
newspapers and tv. August, 1978, 
p. 60. 

The media environmentalists. How 
agency and advertiser strategists have 
found ways to gain impact by finding 
or creating new ad environments. Au- 
gust, 1978, p. 72. 

The U.S. Advertiser: no longer a si- 
lent media partner. Report of Media 
Decisions Seminar in Paris. August, 
1978, p. 137. 

Is big better? Part 1 of three-part re- 
port on media conglomerates. Sep- 
tember, 1978, p. 59. 

How to introduce a new product. 
Role of test markets in media strategy 
September, 1978, p. 64. 

Busch’s beer battle. Mike Roarty, 
vp-marketing, Anheuser-Busch, ex- 
piains how the leading brewer is meet- 
ing stepped-up competition from Mil- 
ler Brewing. September, 1978, p. 66. 


As | See It columns 
on Marketing by Joe Ostrow: 

The key factor in judging tests is 
patience, January 1977, p. 76. 

Why promotions should be hooked 
to media advertising usage, February 
1977, p. 84. 

Key culprit in pushing advertisers to 
overspend in unproven propositions in 
tv is overemphasis on cpm’s, March 
1977, p. 92. 

When marketers find it difficult to put 
their finger on changes in consumer re- 
sponse they should make a careful study 
of where it’s happening. What’s the 
local connection? April 1977, p. 84. 

Why ad agencies should enter into 
more joint efforts, May 1977, p. 80. 
What are the true underpinnings in the 
cost increases in tv? June 1977, p. 82. 

Are better targeting and timing the 
answer to rising noise levels? A search 
of media alternatives may help answer 
the question. July 1977, p. 78. 

The problem with numbers is the 





recognition of their limits as well as 
scope. August 1977, p. 85. 

No medium is a single medium. 
Magazines have splits. Radio formats 
vary by daypart. Newspapers offer full 
and partial runs. September 1977, 
p. 106. 

Many women work, bui quite a few 
of them have very short hours. October 
1977, p. 82. 

The dream merchants are back with 
barter. What they have for sale may 
not be very productive. November 
1977, p. 80. 

A plea for intuition, judgment and 
good sense in assessing new media. 
December 1977, p. 90. 

Media prices are still going up, but 
agencies — contrary to some commen- 
tators — are not delighted. The search 
for options triggered by media price 
rises is very costly. January 1978. 
p. 80. 

Position requests should not be 
made simply for the sake of making 
the request. They should be carefully 
thought out. February 1978, p. 88A. 

Numbers are tools to help evolve 
decision; not a manifestation of the 
decision itself. March 1978, p. 82. 

Buyers should be cautious of a price 
inducement that attempts to promote 
the purchase of a totally inappropriate 
medium. April 1978, p. 88. 

The danger in the one-shot mentality 
is expecting too much too soon. May 
1978, p. 82. 

Key question when ‘‘hot’’ buys 
come up: Does the opportunity fit the 
original marketing objectives? June 
1978, p. 84. 

Station networks now send signals 
via satellite. This implies a dislocation 
of viewing patterns. July 1978, p. 86. 

All forecasts need some cushioning. 
The cushion should not be viewed as a 
design for sloppiness. August 1978, 
p. 100. 

Is the tapering off of rate increases 
temporary? One permanent result of 
recent escalations is more narrow 
target marketing. September 1978, 
p. 84. 

If media execution ideas come first, 
the cart is put before the horse. Oc- 
tober 1978, p. 88. 

The computer is a fine tool, but it 
should be viewed in relation to both its 
potentialities and its limitations. 
November 1978, p. 90. 


Change in media plans for the sake 
of change may be the worst mistake of 
all. December 1978, p. 88. 


Media Department 

When cigarettes moved out of 
broadcast, mediaman Doug Burch 
moved out of New York. Doug’s crea- 
tive media services is doing well. Feb- 
ruary, 1977, p. 60. 

ANA. 1977 contest winners — An- 
nual ‘‘New Faces, New Ideas’’ contest 
sponsored by ANA Media Workshop 
produces three interesting winners. 
Here are the winning papers. Feb- 
ruary, 1977, p. 116. 

Creative’s message to media: 
‘*Look past the numbers:’’ Media De- 
cisions asked 13 top creative stars how 
they view media and how they work 
with media people. July, 1977, p. 64. 

Roundtable 14: Does lifestyle fit 
into the media plan? Moderator Dick 
Anderson, *’2edham, Harper & Steers, 
leads discussion of what is really 
meant by lifestyle, how it is used 
judgmentally by media planners. 
January 1978, p. 59. 

Media is an Elephant — Guest editor 
Frank Carvell finds management and 
media people have varying points of 
view on certain aspects of the media 
function. February 1978, p. 72. 

Now media is ‘‘full service’ — 
(Guest editor Bruce Fogel explains why 
companies like his want to be billed as 
full media services. April 1978, p. 66. 


Media People 

Military guide to media planning — 
Guest Editor Al Ries turns to military 
analogy to explain how he believes 
media should be planned-not by the 
numbers. Fetruary, 1977, p. 76. 

How to become number one - 
Douglas Elgood, a charming Scotsman 
who is president of Gordon’s Gin, 
gives his view of how to succeed in 
business on this side of the Atlantic. 
March, 1977, p. 66. 

Black, it’s beautiful - Guest Editor 
Barbara Procotor gets down to the 
basics in advertising to that vast and 
fast growing segment of the American 
market, the Blacks, April, 1977, 
p. 72. 

Two brand management directors, 
one from RJR Foods and one from 
Reynolds Tobacco, compare their 
media alternatives. May 1977, p. 59. 


L’Oreal’s mission in the U.S. - 
When L’Oreal decided to invade the 
U.S. market, they sent Jean Caste over 
from Paris. Here’s the strategy he 
evolved. May, 1977, p. 66. 

‘The customer draws our media 
plans’’ Guest Editor Bill Satterwhite 
president of NOble-Dury, Nashville, 
tells how he wants his media plans per- 
fected every place there’s a customer. 
June, 1977, p. 76. 

Knowlton to Braun but not by 
chance — In first personal interview on 
a major changing of the guard at Gen- 
eral Foods, Media Decisions asks 
some $200-million questions. July, 
1977, p. 62. 

Broadcasters’ boogeyman — Lionel 
Van Deerling — is Congressman in 
charge of rewriting The Communica- 
tions Act. Profile of dedicated man 
writing legislation that many broad- 
casters don’t want. August, 1977, p. 
60. 

Media’s Muscleman — Tony 
Schwartz may be bringing issue ad- 
vertising to radio in a big way. New 
media dollars are involved. Here’s To- 
ny’s side of the story. September, 
1977, p. 64. 

‘‘We pick media to match the mes- 
sage’’ Guest Editor Russ Johnson ex- 
plains planning, creative and buying 
procedures at Panasonic, 
CPM’s take a back seat. September, 
1977, p. 70. 

Media trouble shooter — Bozell & 
Jacobs company wide approach to 
media planning has senior vp Bob 
Welty office hopping across the United 
States and Canada. October, 1977, 

Hagopian pitches media — Lou 
Hagopian of NW Ayer finds that media 
participation in new account pitches is 
essential, sometimes including spec- 
ulative media plans. Octover, 1977, 
p. 74. 

Media Ms. in the midwest — Guest 
Editor Kay Koob explains what's dif- 
ferent about media planning for tenth 
largest ad agency outside New York 
and Chicago. November, 1977, p. 72. 

Are brand managers competent in 
media? — Here’s the view from the 
company side as to how much brand 
managers should know about media, 
where they can turn for help in their 
media education. March 1978, p. 59. 

Brand inanager in the hot seat. — 
Jerry Reid, brand manager for now de- 


where 





funct Fact cigarettes, describes media 
plight of the reintroduction of brand 
that didn’t fly the first time. March 
1978, p. 68. 

The great American weekend. — 
Guest editor Roger Bumstead analyzes 
what’s different about media on 
weekends. June 1978, p. 68. 

They ‘re changing the face of media. 
— Nine of top 30 agencies have new 
media directors. They ’re out to change 
the rules of the game. July 1978, p. 59. 

Confessions of a P&G brand man- 
ager. — The pressures are incredible 
and the stakes are high. An anonymous 
brand manager bares his soul. July 
1978, p. 64. 

Women moving up in media. 
Women are cashing in on new oppor- 
tunities in buying and selling in media. 
Here are profiles of several of them. 
August 1978, p. 64. 

Ted Turner’s satellite squeeze-play. 
Sportsman Ted Turner parlays his At- 
lanta tv station into a mini-network via 
satellite and ground stations. August 
1978, p. 68. 

A house is not a H.U.T. — Media 
boy meets girl after hours and initiate a 
media jargon romance. September 
1978, p. 70. 

Adman on a hot seat. — Aetna’s ad 
manager Doub Alspaugh describes 
perils of a campaign aimed at reducing 
medical and hospital costs. October 
1978, p. 70. 

Is the grass greener in Greenville? — 
What happens when you get that offer 
to move to a small town with a nice 
job? November 1978, p. 59. 

Should you change jobs? — Job 
changing can be a wrenching experi- 
ence. It can also provide expanded 
career benefits. Four who switched de- 
scribe their experience. December 
1978, p. 68. 


Mediology columns 
by Ed Papazian: 

Apples and oranges revisited. Jan- 
uary 1977, p. 12. 

Frequency has no meaning unless it 
is effective frequency. February 1977, 
p. 14. 

Battle for retail dollars — catalyst for 
new media service? March 1977, p. 
14. 

Those elusive teenagers. April 
1977, p. 14. 

Violence on television. May 1977, 


p. 12. 

Magazines are adding depth to their 
research. June 1977, p. 12. 

Zero based media. July 1977, p. 14. 

Who’s got the last laugh when 
“funny media’’ are considered. Au- 
gust 1977, p. 12. 

Some questions about tv ratings. 
September 1977, p. 14. 

Radio short changes itself in battle 
for media dollars. October 1977, p. 
12. 

Media targeting: like pinning the tail 
on the donkey. November 1977, p. 14. 

Tv spot buying: neglected and in 
need of encouragement. December 
1977, p. 14. 

New developments on the access 
time front. January 1978, p. 14. 


Mediology column 
by Jack Cohen: 

Newspapers and the national adver- 
tiser. February 1978, p. 14. 


Mediology columns 
by Ed Papazian: 

The case for women’s magazines; 
looking brighter as tv rates spiral up- 
ward. March 1978, p. 14. 

Media alternatives: Serious prob- 
lems may call for serious solutions. 
April 1978, p. 12. 

Instead of using buzz words ad 
infinitum, media planners should get 
into grass roots basics to make better 
media plans. May 1978, p. 14. 

The media research controversy: 
perhaps it’s not really a problem. June 
1978, p. 16. 

New players in the radio research 
game. July 1978, p. 16. 

Bottom up planning: lack of input 
from the marketing end. August 1978, 
p. 16. 

TGI/Simmons merger: some ques- 
tions and some answers. September 
1978, p. 18. 

Inter-media squabbling — a situa- 
tion wherein there are no winners. Oc- 
tober 1978, p. 16. 

Newsweek’s “‘Eyes On’’ study is 
right on target. November 1978, p. 16. 

No matter how much we rail against 
it the numbers race engulfs us. De- 
cember 1978, p. 16. 


Newspapers 

The battle for suburban readers-Part 
I — First of two reports examines big 
advertiser interest in the papers that 


originate in the suburbs. Readership in 
the dollar-rich suburbs is what they’re 
after. January, 1977, p. 60. 

Battle for newspaper readers in the 
suburbs-Part II — As more of their 
readers move to the suburbs, the met- 
ropolitan newspapers are bringing out 
special suburban pages, section and 
supps. February, 1977, p. 62. 

Encyclomedia — 1977 Newspaper 
Edition — What this new book is and 
how to use it with examples of the ma- 
terial it contains. April, 1977, p. 146. 

National newspaper ad dollars up 
23% in *76- In this exclusive report 
from Media Records are the details of 
expenditures in newspapers in last two 
years of top brands. June, 1977, p. 74. 

Leapin’ lizards, look who’s using 
the comics! — Media Decisions takes a 
new look at the funnies and finds some 
important new advertisers are testing 
the colorful Sunday comics pages. 
August, 1977, p. 68. 

Newspaper audiences in top 25 
SMSA’s. — A Media Decisions compi- 
lation of top line figures in available 
local audiences studies giving news- 
paper demographics in each market. 
September, 1977, p. 74. 

The media news mix. — ‘‘64% of the 
U.S. gets its news from more than one 
media source,’’ concludes new Audits 
and Surveys study made for news- 
papers — but covering other media too. 
November, 1977, p. 68. 

Has syndication arrived in news- 
paper research? — NAB offers Sim- 
mons data as answer to protests from 
papers over TGI’s on-line newspaper 
reports. January 1978, p. 66. 

Newspapers new lifestyle. — Dailies 
across the country are adding sections 
designed to appeal to lifestyle or key 
readers — the young adults and subur- 
ban affluents. April 1978, p. 70. 

Why evening newspapers are hurt- 
ing. — Television’s evening news is 
one reason but not number one. The 
big city itself is their problem. May 
1978, p. 68. 

Airlines take price way into news- 
papers. — It was newspapers to the res- 
cue as a variety of discount fare 
schedules took effect in domestic and 
overseas business of U.S. airlines. 
May 1978, p. 64. 

The Daily Gamble. — State lotteries 
spend over $23 in media annually most 
ic. newspapers. August 1978, p. 60. 





Up 37% in two years. — Newspapers 
continue to forge ahead in real dollars 
invested by national advertisers. Au- 
gust 1978, p. 74. 

When big city newspapers strike. — 
Business goes on as usual but the 
media job gets harder. November 
1978, p. 62. 


As | See It columns 
on Newspapers by: 

Bill Hadley — Progress in newspaper 
research adds to value of newspaper 
medium. January 1977, p. 76. 

John Meskil — Newspapers are alive 
and well, but they could do even better 
if they offered more options. February 
1977, p. 80. 

Sheldon Taule — MMI offers new 
tool for local market research. March 
1977, p. 90. 

Frank Carvell — Information avail- 
able on newspapers at NAB. April 
1977, p. 94. 

Madeline Nagel — Newspapers 
equate with tv in more ways than you 
may think. May 1977, p. 82. 

Neil Faber — Three examples of how 
newspapers can be the exciting alter- 
native. June 1977, p. 90. 

George Rosenkranc — Positioning is 
just one way to stretch ad dollars in 
newspapers. July 1977, p. 92. 

Dave Arnold — Why Media Records 
needs help — and should get it. August 
1977, p. 86. 

Roger Bumstead — A reminder of 
the extent to which all business and 
newspapers are local. September 
1977, p. 114. 

John Meskil — Great opportunity for 
newspapers now lies in up-grading. 
October 1977, p. 82. 

Sheldon Taule - A true or false 
quiz on newspapers reveals interesting 
odd facts. November 1977, p. 96. 

Frank Carvell — Where newspaper 
data banks stand today. December 
1977, p. 10. 

Roger Bumstead — New York ‘‘is”’ 
a newspaper town. January 1978, p. 
80. 

John Meskil — How do they get the 
news. That’s the key question. Feb- 
ruary 1978, p. 80. 

Paul Zuckerman — Why newspapers 
should offer guaranteed positions for 
advance closings. March 1978, p. 82. 

Frank Carvell — Five areas being 
addressed by INAE. April 1978, p. 78. 


Madeline Nagel — Feedback on 
newspapers from typical women. May 
1978, p. 80. 

Neil Faber — Importance of new 
daily magazine formats to newspaper 
readership. June 1978, p. 86. 

George Rosenkranc — There’s new 
excitement in newsrooms across the 
United States. July 1978, p. 84. 

Dave Arnold — The file on news- 
paper sizes gets thinner and more use- 
ful. August 1978, p. 104. 

Roger Bumstead — How newspapers 
can get back in the good graces of the 
liquor industry. September 1978, p. 
82. 

John Meskil — Newspaper strike in 
New York highlights on-going prob- 
lems. October 1978, p. 86. 

Sheldon Taule — Why not use news- 
papers for corporate advertising? 
November 1978, p. 82. 

Frank Carvell — Who’s paying the 
freight for newspapers? December 
1978, p. 87. 


Out-of-Home 

Out-of-Home explosion — Buyers 
say outdoor avails are getting tight in 
major markets. They’re searching for 
options in other forms of out-of-home 
media. July, 1977, p. 70. 

Outdoor’s Phase II. —- The Outdoor 
Advertising Institute has converted the 
data bank it assembled into a sig- 
nificant buying tool. February 1978. 
p. 64. 

Small can be beautiful. — Eight sheet 
panels/operators are attracting more 
national advertisers and expect to 
double volume of mini boards in 1979. 
April 1978, p. 74. 

Will a Kelly Girl ride the boards? - 
That’s one question raised by 
Campbell-Ewald’s new computerized 
outdoor planning and buying system. 
October 1978, p. 78. 


Out of home 
columns by: 

Dick Briggs — Outdoor is the logical 
alternative medium as housewives go 
out-of-home. January 1977, p. 74. 

Bob Woods — New data on outdoor 
markets in AMMO, February 1977, 
p. 90. 

George Furphy — Spectaculars, 
Media-Kiosks, Mobile Displays — va- 
riety is becoming the spice of life in 
outdoor. March 1977, p. 86D. 


Dick Briggs — The ‘‘showcase’’ in 
outdoor. April 1977, p. 80. 

Bob Floor — Describing outdoor in 
terms of grp’s delivered is a step in the 
right direction, but some plant oper- 
ators are misusing the term. May 
1977, p. 90. 

Bob Woods — Need for complete 
expenditure data. June 1977, p. 86. 

Jack Bucholtz — What ‘‘riding the 
boards’’ is all about. July 1977, p. 30. 

Dick Briggs — Out-of-home and 
point-of-purchase in tandem. August 
1977, p. 86. 

Byron Chandler — Outdoor is the 
truly mass medium. For that reason the 
detailed figures about it don't mean 
much. September 1977, p. 110. 

Bob Woods — A.'vantages of speak- 
ing on subject of outdoor at schools 
and elsewhere. October 1977, p. 90. 

Bill Hadley — Metroform comes to 
transit. November 1977, p. 96. 

Dick Briggs — Liquidation of 
NOAB, rising rates, new research via 
AMMO. December 1977, p. 86. 

Bob Flood — Budd Puszek’s new 
book, ‘‘Planning for Out-of-Home 
Media,”’ a ray of light on an unillumi- 
nated area. January 1978, p. 86. 

Bob Woods — Out of Home Media 
Services a new organization to carry 
on some of the work of the NOAB. 
February 1978, p. 88D. 

Jack Bucholtz — An open letter to 
Lady Bird Johnson in defense of out- 
door and in remainder of the Beau- 
tification Act. March 1978, p. 78. 

Pete Riordan — Market descriptions 
showing populations and total panels 
in each community should be manda- 
tory. April 1978, p. 98. 

Bob Flood — Year to grow on for 
smaller forms of outdoor. May 1978, 
p. 94. 

Dick Briggs — The third dimension 
in outdoor is the Traffic Audit Bureau. 
June 1978, p. 90. 

Jack Bucholtz — 43rd Traffic Audit 
Bureau management conference. July 
1978, p. 88. 

Byron Chandler — Accounting for 
accountability in outdoor. August 
1978, p. 106. 

Bob Flood — TGI’s outdoor book is 
step forward for the ‘‘oldest medi- 
um.’’ September 1978, p. 89. 

Dick Briggs —- Documenting capital 
investment in outdoor. October 1978, 
p. 80. 





Jack Bucholtz — Men who have 
moved outdoor ahead in their areas. 
November 1978, p. 88. 

Dick Briggs — Brevity is the soul of 
wit in outdoor. December 1978, p. 92. 


Radio 

Who’s getting the showbiz media 
dollars? When box office for stage 
plays and musicals started to slide, the 
promoters tried adding tv and radio to 
traditional newspaper advertising. 
April, 1977, p. 70. 

Will stereo change AM radio? 
Stereophonic broadcast of AM radio 
goes into test this month. If approved, 
how will it: affect the radio mar- 
ketplace? May 1977, p. 62. 

How a no-name car challenges the 
giants — An unknown import three 
years ago, Subaru emphasizes spot tv 
and spot radio, together with maga- 
zines, to get within shouting distance 
of Toyota. July, 1977, p. 74. 

Who’s listening in drivetime? Re- 
cent Pulse radio surveys show that 
midday has almost as many in-car lis- 
teners as drivetime, and most women 
listening between 6 and 10 am at 
home. November, 1977, p. 70. 

Radio’s reluctant rebel — George 
Feldman, vp in charge Blue Lustre 
Home Care Products, didn’t want to 
give up spot tv. But he had no choice. 
June, 1978, p. 66. 

ARF’s UPC study: Golddust now, 
paydirt later — Users of ARF’s Project 
Payout data will find some nuggets of 
advertising wisdom in first reports. 
July, 1978, p. 72. 

They ’re rediscovering co-op radio — 
The benefits of co-op radio, cost 
efficiency, community presence and 
brand awareness are looking better to 
advertisers in face of all media cost 
rises. September, 1978, p. 72. 

How to sell a floating hotel — That’s 
Joe Water’s job. He’s vp-marketing 
Princess Cruises, Los Angeles. Base 
medium: newspapers-plus magazines 
radio and some tv. September, 1978, 
p. 74. 


As | See It columns 
on Radio by: 

Sheldon Taule — Are we using radio 
properly? January 1977, p. 80. 

Frank Carvell — New opportunities 
in co-op radio for agencies and clients. 
February 1977, p. 92. 


Jim Barker — Radio comes off the 
two best sales years in history and en- 
ters a year of much greater acceptance. 
March 1977, p. 90. 

Larry Dexheimer — Spot radio is suf- 
fering from a data shortage. April 
1977, p. 96. 

George Rosenkranc — ARMS II is 
broad Media/market tool in New York 
and Los Angeles. May 1977, p. 82. 

Bill Tenebruso — Radio planning is 
harder than it looks. June 1977, p. 92. 

Roger Bumstead — Radio coverage 
of over 25,000,000 Black Americans. 
July 1977, p. 94. 

John Meskil — Radio now has the 
data but not enough media planners 
know it. August 1977, p. 83. 

Sheldon Taule - A true or false 
quiz on radio reveals some startling 
misconceptions. September 1977, p. 
118. 

Frank Carvell — ESF — is it an Ethnic 
Step Forward? October 1977, p. 88. 

Madeline Nagel — Another quiz in 
which the reader is asked to match the 
songs to the formats. November 1977, 
p. 82. 

Neil Faber — How radio can be used 
as visual medium. December 1977, p. 
106. 

Sheldon Taule — Radio seasonality, 
mostly a myth. January 1978, p. 93. 

Steve Fajen — Estimating frequency 
distribution in radio. February 1978, 
p. 78. 

Madeline Nagel — Merchandising 
offered by radio should be looked at as 
no more than a tie-breaker. March 
1978, p. 80. 

Neil Faber — Major program influ- 
ences in radio today. April 1978, p. 
94. 

George Rosenkranc — What to do 
with the extra 30 seconds. May 1978, 
p. 89. 

Dave Arnold — Does the Radio 
buyer know radio? June 1978, p. 78. 

Richard Matullo — In radio plan- 
ning, there’s no one way. July 1978, 
p. 78. 

John Meskil — Reasons why radio is 
being used more. August 1978, p. 
102. 

Sheldon Taule — Changes going on 
in radio center around formats. Sep- 
tember 1978, p. 92. 

Frank Carvell — New way to seg- 
ment good, better, best prospects. Oc- 
tober 1978, p. 88. 


Madeline Nagel — Should you listen 
to 7,370 air checks? November 1978, 
p. 78. 

Neil Faber — Key questions in for- 
mat switches — why and to what? De- 
cember 1978, p. 78. 


Rates 

ANA 1977 contest winners — An- 
nual ‘‘New Faces, New Ideas’’ contest 
sponsored by ANAN Media Workshop 
produces three interesting winners. 
Here are the winning papers. Feb- 
ruary, 1977, p. 116. 

ERP’s are what count — According 
to Al Achenbaum, only ‘‘effective ex- 
posure’’ represents the true value of a 
schedule. May 1977, p. 64. 

How many ad dollars are enough? 
Media Decisions survey of budgeting 
in 1977 finds advertisers worried by 
costs interested in alternatives but so 
convinced of need to advertise they’d 
rather cut product lines that under- 
spend. July, 1977, p. 59. 

Media costs will rise 11.1% in 
1978. Seventh annual media costs sur- 
vey combines forecast for next year 
and track record on cost rises since 
1970 prepared by J. Walter Thomp- 
son. August, 1977, p. 57. 

Magazine birth rate soars — Since 
start of 1976, 200 new magazines have 
been launched. Here’s a look at the 
fortunate few who seem to be making 
it. December, 1977, p. 64. 

Eighth annual media cost forecast. — 
Rates may rise 8.4% in 1979. August 
1979, p. 57. 


Research 

MEDIA RESEARCH - where it 
stands today — First of a four-part se- 
ries looks at the current status of audi- 
ence research. Nine agency media re- 
searchers add their versions. January, 
1977, p. 55. 

Media Research — where it stands 
today: Part 2 — Trend to local multi- 
media studies, plus a special fold-out 
describing 36 major syndicated audi- 
ence research services now available. 
February, 1977, p. 68. 

Media research today — Part 3 -— 
How the Advertising Research Foun- 
dation and Broadcast Rating Council 
check on and validate syndicated audi- 
ence research projects before giving 
them the okay. March, 1977, p. 70. 





Media Research — where it stands 
today — part 4 — The look-ahead from 
researchers, users of research in agen- 
cies and at companies and media 
sellers. They express hopes for im- 
provements. April, 1977, p. 66. 

The new TGI — Target Group Index 
now estimates total audience of 145.4 
million adult readers of 119 consumer 
magazines. May, 1977, p. 96. 

How many ad dollars are enough? 
Media Decisions survey of budgeting 
in 1977 finds advertisers worried by 
costs, interested in alternatives, but so 
convinced of need to advertise they’d 
rather cut product lines than under- 
spend. July, 1977, p. 59. 

Directory of Top 200 Advertised 
Brands — July, 1977, p. 113. 

Media Costs will rise 11.1% in 1978 
— Seventh annual media costs survey 
combines forecast for next year and 
track record on cost rises since 1970 
prepared by J. Walter Thompson. Au- 
gust, 1977, p. 57. 

Don’t overlook the $200 billion 
55-plus market — Marketers who con- 
centrate all of their fire power on the 
18-49 age bracket may be missing a 
golden opportunity. Here’s why. Oc- 
tober, 1977, p. 59. 

Poles apart — Simmons and TGI re- 
leased their magazine readership re- 
ports last month and the differences 
were greater than anyone expected. 
November, 1977, p. 74. 

So they all speak Spanish — How to 
reach the spanish markets within the 
U.S. May, 1977, p. 68. 

Media Decisions Seminar: What’s 
up besides prices? Four-Part presenta- 
tion during which Archa Knowlton 
was named first Media Person of the 
Year. December, 1977, p. 59. 

Has syndication arrived in news- 
paper research? Newspaper Advertis- 
ing Bureau offers Simmons data as an 
answer to protests from the papers over 
TGI’s on-line newspaper reports. Jan- 
uary, 1978, p. 66. 

Can you count on the numbers? 
Audience research is taking a rough 
pounding. Advertiser faith in the 
findings has been badly shaken by 
overselling of what are sometimes 
shaky estimates. April, 1978, p. 59. 

The audience research debate: 
Who’s got the answer? Media Deci- 
sions April report stimulated brick- 
bats, plaudits and hitch-hikes. Here are 


three significant comments. May, 
1978, p. 72. 

ARF’s UPC study: Golddust now, 
paydirt later —- Users of ARF’s Project 
Payout data will find some nuggets of 
advertising wisdom in first reports. 
July, 1978, p. 72. 

Directory of Top 200 Advertised 
Brands — July, 1978, p. 113. 

Media costs will rise 8.4% next year 
— 8th Annual Media Cost Survey 
shows that media cost rises continue, 
but not at the wild rate of recent years. 
Includes long-term track record re- 
ported by JWT. August, 1978, p. 57. 

Only game in town? That’s question 
being asked most about merger of 
Simmons and TGI. Here’s reaction to 
combination of two famous magazine 
auciience research firms. August, 
1978, p. 70. 

Up 37% in two years — That’s the 
record reported by Media Records in 
this first printing of newspaper dollar 
volume of national advertisers in 1977. 
August, 1978, p. 74. 

Special Report: The big reshape in 
media research — This segment of the 
marketing business was under inten- 
sive fire earlier this year, but was re- 
shaped in a burst of activity this sum- 
mer. October, 1978, p. 59. 

How much frequency is enough? 
This may be the most asked media 
question of the year. Is there an an- 
swer? November, 1978, p. 74. 

Who’s winning the war of the Im- 
peratives? The TvB calls MPA’s 
Media Imperative campaign a 
*‘Hoax.’” MPA says TvB is purposely 
confusing the issue to make magazines 
look bad. November, 1978, p. 64. 


As | See it columns on 
Research by: 

Gabe Samuels — Hopes for the com- 
ing year in new research by NTI, Ar- 
bitron, Pulse, TAB and others. Jan- 
uary 1977, p. 81. 

Helen Johnston — The fallacies in 
the four-week measure of reach and 
frequency. February 1977, p. 84. 

Bernie Guggenheim — Problem 
created by finding it increasingly 
difficult for researchers to find anyone 
at home. March 1977, p. 87. 

Phil Shiffman — Buyer’s guide to 
local market media studies. April 
1977, p. 90. 

Gabe Samuels — How expanding 


computer capabilities can extend re- 
search horizons. May 1977, p. 92. 

Helen Johnston — Cable tv audience 
is a factor that must be measured. June 
1977, p. 86. 

Bernie Guggenheim — It’s not only 
asking the right question but also how 
you ask it that determines significance 
and accuracy in research. July 1977, 
p. 82. 

Phil Shiffman — Problem of esti- 
mates vs. post-buy analyses will in- 
tensify next year. August 1977, p. 78. 

Gabe Samuels — ‘‘Averages’’ are 
the biggest booby-trap of all in re- 
search. September 1977, p. 108. 

Helen Johnston — Don’t underesti- 
mate effect of cable tv. October 1977, 
p. 86. 

Bernie Guggenheim — Money that 
should be spent on basic studies of 
media effectiveness are drained away 
by syndicated audience counts. No- 
vember 1977, p. 84. 

Phil Shiffman — Research shows a 
decline in HUT levels, but not as seri- 
ous as has been suggested in the press. 
December 1977, p. 96. 

Mike Ephron — Need for redefining 
the purpose of readership studies to go 
beyond through-the-book and recent 
recall methods. January 1978, p. 88. 

Helen Johnston — Thing to investi- 
gate in tv audience declines is the 
cause of the drops. February 1978, 
p. 88B. 

Bernie Guggenheim — What re- 
search shows about the actual growth 
in ad volume. March 1978, p. 88. 

Phil Shiffman — Questions about 
measures of violence in tv shows. Are 
the measures valid? April 1978, p. 88. 

Gabe Samuels — New projects worth 
noting in the research community. 
May 1978, p. 87. 

Bernie Guggenheim — ‘‘New’’ di- 
rections for out-of-home media re- 
search. June 1978, p. 84. 

Helen Johnston — ABC data bank 
deserves and needs more use by both 
buyers and sellers. July 1978, p. 86. 

Phil Shiffman — Research quandary 
is how to measure tv homes that have 
unlisted phones without raising costs. 
August 1978, p. 108. 

Gabe Saumels — A proposal for 
judging goodness of data: get back to 
basics. September 1978, p. 88. 

Helen Johnston - More money 
should be spent on research in order to 





get better sample size and research 
work done. October 1978, p. 94. 

Bernard Guggenheim — Are we get- 
ting what we paid for in magazine au- 
diences estimated by six-month aver- 
ages? November 1978, p. 84. 

Phil Shiffman — Comparability is 
still the key question. December 1978, 
p. 94. 


Television 

From tiny acorns — Last month’s 
15-system hockey cablecast via satel- 
lite may be first sign that cable tv has 
advertising possibilities nationally. 
January, 1977, p. 66. 

The oilman packs a punch - Oil 
companies, led by Mobil’s Herb 
Schmertz have found a way to move 
their controversial messages back into 
tv, using alternative strategies. Jan- 
uary, 1977, p. 70. 

Can they outprime the tv nets? 
Frustration over increasing costs and 
scarcity of primetime tv has propelled 
talk about a ‘‘fourth network’’ into 
feverish action. February, 1977, p. 57. 

Advertisers take aim on tv violence 
— Media Decisions reports on what ad- 
vertisers are doing about rising crit- 
icism of violence programing. Some 
are in the thick of the controversy. 
February, 1977, p. 64. 

*‘Chaos’’ in primetime? Competi- 
tion between the three networks for 
primetime audience has created so 
much fast-change in schedules that it’s 
given network media planners new 
problems. April, 1977, p. 59. 

ERP’s are what count — According 
to Al Achenbaum, only ‘‘effective ex- 
posure’’ represents the true value of a 
schedule. May, 1977, p. 64. 

B&B’s $40,000,000 tv tune-out -— 
Across the board, product by product, 
Benton & Bowles has asked clients to 
test alternate media, mostly maga- 
zines. Here’s why. June, 1977, p. 62. 

Tv reps train for new roles — The 
reps have instituted crash courses for 
new sales personnel, seeking to trade- 
up branch office personnel to increas- 
ingly sophisticated buyer needs. Au- 
gust, 1977, p. 64. 

Is tv sowing the seeds of self- 
destruction? — Guest editor, Mike 
Moore, senior vp-director media man- 
agement, Benton & Bowles, takes a 
hard look at tv and issues some urgent 
storm warnings. August, 1977, p. 72. 


Is public tv going commercial? — Fu- 
ture of public tv hangs on financial 
support, including more underwriting 
by advertisers. But this fact of life is 
stirring up a storm of protest. October, 
1977, p. 76. 

Daytime soap operas $538 ,000,000 
cliff-hanger — The half-billion dollar 
daytime serial industry is embroiled in 
a serious battle within the trade. Here 
are the pros, cons and some un- 
answered questions. November, 1977, 
p. 59. 

Warner’s gamble with two-way 
cable — Two-way, pay cable system in 
Columbus, Ohio, is test market for 
catv/pay tv system through which 
viewers can talk back. December, 
1977, p. 72. 

Product protection on tv? Forget it. 
— Separation of commercials on tv 
has ali but disappeared, giving tv’s 
media critics one more sore point to 
harp on. Until tv runs into a buyer’s 
market, there’ll be no improvement. 
January, 1978 p. 64. 

VTR breakthrough, part 1: 
$20,000,000 for tape set ads — With 
over 20 markets competing, suddenly 
the market for home video tape recor- 
der has exploded. Here’s how the 
principal contenders are going after it. 
February, 1978 p. 66. 

VTR breakthrough, part 2: How 
VTR will affect tv audience — Mal 
Beville, executive director of the 
Broadcast Rating Council, sees 
changes ahead for viewing habits and 
audience measurements. Media Deci- 
sions listens to his views. February, 
1°78 p. 68. 

Pepsi’s media bridge to Black mar- 
kets — Pepsi-Cola is gambling on an 
unusual media option to help solve 
both its sales and community relations 
problems in the Black community. 
They re building a media bridge across 
the gulf. February, 1978 p. 70. 

Who gets the primetime 60? — Tv 
networks, stations, advertisers leery of 
more clutter, programers seeking sup- 
port of promos ali want at least an 
extra minute of airtime. Where is it 
going to come from? April, 1978, p. 
68. 

Low-down on tv post-buy analysis 
— Media Decisions survey finds 
post-buy analysis of tv increasing in 
use and complexity. Agencies and 
outside computers get involved. April, 


1978, p. 134. 

Can Janine understand an ad? — 
Media Decisions included 4-year-old 
Janine Poreba in its many-sided inves- 
tigation of the current controversy over 
children’s tv. This article won a Jesse 
H. Neal citation. June, 1978, p. 59. 

TV program poker game — Are 
agencies being pushed back into pro- 
graming by trend of times and cost- 
conscious clients? Media Decisions 
found conflicting answers to this burn- 
ing question from clients and agencies 
alike. July, 1978, p. 62. 

Ted Turner’s satellite squeeze play 
— Use of the satellite for extending tv 
signals into distant cable systems is 
about to explode into controversy in 
broadcast markets across the U.S. At 
center of storm is yachtsman, playboy, 
bonvivant Ted Turner. August, 1978, 
p. 68. 

Who’s winning the war of the im- 
peratives? — The TVB calls MPA’s 
media imperative campaign a ‘‘hoax.”’ 
MPA says TVB is purposely confusing 
the issue to make magazines look bad. 
Most advertisers and agencies say they 
could care less. December, 1978, p. 
64. 

Why bypass the tv reps? — A few 
large agencies are making ripples in 
spot tv buying by going direct to sta- 
tions. Will more agencies make it a 
tidal wave engulfing entire spot broad- 
casting business in a drenching torrent 
of seething controversy? December, 
1978, p. 72. 


As | See It columns 
on Televison by: 

Jim Barker — Problems with costs 
and more violence in the coming year. 
January 1977, p. 82. 

Larry Dexheimer — It may be time 
for a ‘‘fourth network,’’ but who will 
benefit? February 1977, p. 86. 

George Rosenkranc — Now televi- 
sion is support medium for coupon 
campaigns. March 1977, p. 88. 

Charlie Buccieri - Mediamen who 
believe tv is the only game in town are 
very confused. April 1977, p. 92. 

Roger Bumstead — Closer examina- 
tion of local vs. network news. May 
1977, p. 86. 

John Meskil — Forecast of hits and 
misses in primetime tv season just 
ahead. June 1977, p. 80. 

Sheldon Taule — Why no mea- 





surements for commercial viewing? 
July 1977, p. 80. 

Frank Carvell — Most important 
index of new season values will be the 
post-buy. August 1977, p. 88. 

Madeline Nagel — Old wives’ tales 
about tv can cause errors in planning 
and buying. September 1977, p. 106. 

Neil Faber — GRP’s and R&F are 
only as good as strategic thinking 
applied to them. October 1977, p. 90. 

George Rosenkranc — When spot tv 
rates soften, shouldn’t the ‘‘saving’’ 
go into more spots? November 1977, 
p. 92. 

Dave Arnold -- Exorbitant network 
cut-in charges bad news for tv testers 
December 1977, p. 100. 

Madeline Nagel — Another ‘‘net- 
work’ from the spot point of view is 
the unwired. January 1978, p. 78. 

Neil Faber — The look-ahead in tv 
points to selectivity by station. Feb- 
ruary 1978, p. 80. 

George Rosenkranc — New research 
needed on value of multiple tv expo- 
sures. March 1978, p. 84. 

Dave Arnold — That tv viewing 
dropped off in previous year was not 
surprising in view of heights it had 
reached. April 1978, p. 84. 

Roger Bumstead — The tv pro- 
gramers have to address themselves to 
two tough problems; quiting protests; 
restoring credibility, May 1978, p. 84. 

John Meskil — Toughest question for 
tv buyer is how to cope with stunting. 
June 1978, p. 82. 

Sheldon Taule — A tv commercial 
buried in a chain will produce fewer 
viewers than one at the beginning or 
the end. July 1978, p. 90. 

Frank Carvell — Worries about FTC 
clamp-down on kid tv shows. August 
1978, p. 98. 

Madeline Nagel — Thirty-one ques- 
tions about the problems of paperwork 
and other annoyances to tv buyers. 
September 1978, p. 84. 

Neil Faber — Efficiency is not really 
that unless based on target demograph- 
ics. October 1978, p. 84. 

George Rosenkranc — Arguments 
pro and con the number of tv com- 
mercials in a pool. Will more com- 
mercials increase comprehension? 
November 1978, p. 82. 

Mike Ephron — Just how important 
is television as an advertising medium? 
December 1978, p. 92. 


tional advertising manager for Pontiac 
Motors. 


BRAND REPORTS 
1977-1978 


Brand Report 15: Soft Drinks — Re- 
gional broadcaster plans dominate in 
this field in support of local bottlers but 
national advertisers are turning to 
magazines to reach up-scale audiences 
for sugar free brands. January, 1977, 
p. 113. 

Brand Report 16: Soaps and deter- 
gents — This marketplace is dominated 
by a handful of big spenders. Feb- 
ruary, 1977, p. 135. 

Brand Report 17: Airlines — New 
Takeoff for airline budgets in 1976 and 
1977. Newspapers and other, local 
media continue to dominate the mix. 
March, 1977, p. 129. 

Brand Report 18: Hair care products 
— Tv and magazines are the key media 
in this dynamic growth market. April, 
1977, p. 157. 

Brand Report 19: Household paper 
products — Spending in this $72, 
235,000 category soared last year, as 
spot tv and newspapers benefitted the 
most. May, 1977, p. 153. 

Brand Report 20: Liquor — Industry 
continues to be strong user of maga- 
zines, newspaper and outdoor. June, 
1977, p. 129. 

Brand Report 21: Pet food — This is 
a growth market, highly competitive; 
subject to promotions being attacked 
by several of the food giants with vary- 
ing media mixes. August, 1977, 
p. 115. 

Brand Report 22: Beer — A more de- 
tailed analysis than the report on page 
62 of activities of leading beer brands. 
September, 1977, p. 145. 

Brand Report 23: Cigarettes - New 
low tar products brand extensions, and 
gutsy print media plans have made to- 
bacco one of the hottest markets of the 
year. October, 1977, p. 149. 

Brand Report 24: Toys and games — 
Toy and game advertisers face a dou- 
ble dilemma — tv price rises and Wash- 
ington threats of a crack-down on tv 
advertising directed at children. 
November, 1977, p. 139. 

Brand Report 25: Passenger cars — 
Passenger car market is shifting gears 
as Detroit attempts to meet Federal 
mpg standards and stave off foreign 
competition. December, 1977, p. 135. 


Brand Report 26: Men’s grooming - 
Giant growth market is designed to 
make men look better than ever. It may 
or may not be succeeding in that re- 
spect, but it is pouring dollars into a 
mix of media. January 1978, p. 107. 

Brand Report 27: Frozen foods — In 
a market made highly competitive by 
limited supermarket freezer space, 
media choices are crucial. They're 
spot tv, magazines, newspapers. Feb- 
ruary 1978, p. 111. 

Brand Report 28: Hi-Fi -- The Hi-fi 
advertisers are using a lot of sight to 
sell sound, in this case print ads ex- 
hibiting hi-fii equipment in magazines. 
March 1978, p. 117. 

Brand Report 29: toothpaste and 
mouthwash — Advertisers of tooth- 
paste, mouth fresheners and dentures 
tend to be users of tv, but use ad maga- 
zines, newspapers, newspapers, spot 
radio for unusual targeting. April 
1978, pg. 141. 

Brand Report 30: Applisace’ 
Major appliance advertisers are i::ding 
the wave of booming economy, an up- 
turn in housing starts and fresh con- 
sumer confidence. May 1978, p. 145. 

Brand Report 31: Wine — Regional 
media plans dominate now but wine is 
on the way to national marketing and 
use of media. June 1978, p. 151. 

Brand Report 32: Candy & gum — 
Gum market has been expanding like 
crazy. Meanwhile, everybody feels the 
long cold shadow of the federal gov- 
ernment in the $157,916,600 market. 
August 1978, p. 155. 

Brand Report 33: Financial adver- 
tisers — Fighting for a bigger share of 
the consumer market, banks are put- 
ting more money into local media to 
advertise a host of new services. Sep- 
tember 1978, p. 127. 

Brand Report 34: Automotive 
aftermarket — Get out and get under, 
the old song advised, and so are con- 
temporary advertisers who are trying 
to reach the automotive do-it- 
yourselfers. October 1978, p. 137. 

Brand Report 35: Deodorants - 
Smells of summer night may make 
good poetry but not good socializing. 
Here’s how deodoarant advertisers do 
their thing. November 1978, p. 137. 

Brand Report 36: Fastfoods — In- 
dustry is piling up impressive gains in 
market share and dollar volume. De- 
cember 1978, p. 143. 





If you're not in on the planning-- 
youre not on the list 


When you get right down to it, there's really only one 
thing you want from your advertising trade campaign. 
to help you get on the schedule. 

There's really only one book that focuses on media 
and marketing people who plan, approve and place media. 

Media Decisions. 

Of course, we're very selective. We're a kind of special 
advisor to the 25,768 people who make up America’s media 
list. About half of our copies go to advertisers, half go to 


agencies. We use the most stringent qualification system to 
insure that every copy goes to a reader who can do some- 
thing about your message. 
Like the 215 at Johnson & Johnson who spend $55 mil- 
lion in media. Or the 303 at Grey who place $472 million. 
It's a matter of priorities. Do you want to be where 
last week's ad news is? Or do you want to make your 


own news? 


Media Decisions, 342 Madison Ave., New York 10017. 


We help you make the media list 
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Crisis in 
children’s tv 
Why some 


agency mergers 
don’t work 
page 68 





Editorial Index: 1979 


Index of Marketing & Media Decisions for 1979 arranged by subject and content. Includes 
feature articles and regular columns. This supplements indexes published 
over the last several years. Copies available through Decisions. 


ADVERTISING AGENCIES 


What’s your agency’s style? 
—Advertisers and agency people say 
they vary widely. Here’s an off-the- 
record view of some. February, p. 72. 

Is Madison Avenue passe? —Does 
it still mean what it used to? And what 
was that? April p. 66. 

Biggest rat-race of all — That’s 
what advertisers who have just se- 
lected an agency call the process. Ap- 
ril, p. 74. 

What’s in a name? — In an agency 
where everyone is titled, some have 
confusing ones. July, p. 66. 

Nine advertiser goof-ups — Mark 
Oken tells how clients mess up their re- 
lations with agency media depart- 
ments. August, p. 66. 

They’re hungry for a-la-carte — 
Agencies want to build up network tv 
billings. Here’s how some did it. Sep- 
tember, p. 120. 


AGENCY, ADVERTISER AND 
MEDIA PEOPLE 


The president is a mediaman 
—How Mack Morris used an injection 


of ad dollars to turn Life Savers, Inc. 
around. January, p. 64. 

Len Matthews: from frying pan to 
fire -— New president of 4A’s must 
oversee job of image building by full 
service agescies. January, p. 70. 

Carolyn [Libby] goes to Washing- 
ton — First agency person to spend 
year representing the ad business. Feb- 
ruary, p. 62. 

How’s your image — Now there 
are image makers who can help one 
improve his image. April, p. 70. 

Yankee from Atlanta — Tim Tully 
tell what he learned when he moved 
from New York. April, p. 72. 

Hal Brown, Pacific Outdoor — A 
final tribute. April, p. 80. 

Iacocca’s revenge — Lee Iacocca 
raids Ford employees and agencies to 
help Chrysler. April, p. 166. 

At Traffic Audit Bureau: Count- 
down for Budd Buszek. May, p. 94. 

My first 50 years — Viewpoint by 
Henry J. Kaufman. May, p. 140. 

Bob Wold: Satellite star. June, 
p. 66. 

Vitt’s version of the 1980’s 
—Founder of Vitt Media International 
looks ahead. July, p. 70. 


The free lunch —- How media di- 
rectors look on big-meal-plus pres- 
entations by media sales teams. Sep- 
tember, p. 82. 

IMPACT in media — Richard An- 
derson presents eight ways to put more 
whammy into media plans. October, 
p. 72. 

Hiring media executives —View- 
point by Donald A. Roosa. November, 
p. 130. 

Carter’s imageman — Jerry Rafs- 
hoon is back into the next campaign. 
December, p. 66. 


BUSINESS MAGAZINES 


Publishing invasion — Foreign in- 
vestors have moved into U.S. publish- 
ing in a big way. February, p. 74. 

Media costs will rise 11.3% next 
year — But business publications will 
show unit increase of 9% and a cpm 
rise of 8%. In both cases the range will 
be from 7 to 10%. August, p. 59. 

They’re selling the sun — The so- 
lar power industry is a small advertiser 
now, using both consumer and busi 
ness media, but it will boom by year 
2000. September, p. 78. 





Index headings 


Advertising agencies 


people 
Business magazines 


magazines 
Consumer magazines 


magazines 
Marketing 


Media department 





Agency, advertiser and media 


“As | see it” columns on business 


“As | see it” columns on consumer 


“As | see it” columns by Joe Ostrow 


Mediology columns by Ed Papazian 


Newspapers 


“As | see it” columns on newspapers 
Out-of-home media 
“As | see it” columns on out-of-home media 


Radio 


“As | see it” columns on radio 


Rates 
Research 


“As | see it” columns on research 


Television 


“As | see it” columns on television 

















Brand reports 
and special features 


Following, with single-word ref- 
erences, are the issue and page 
locations of the brand reports 
and special round-up features. 


Top 200 brands — July, p. 101 
Advocacy advertising — June, p. 
64 
Airlines — February, p. 99 
Automobiles — October, p. 143 
Bottled water — August, p. 74 
Cameras — September, p. 168 
Cars — October, p. 143 
Charge cards — May, p. 70 
Cigarettes — March, p. 127 
City books — April, p. 97 
Corporate Image advertising — 
June, p. 64 
Gasoline — April, p. 177 
Insurance — December, p. 151 


Jeans — September, p. 68 

Jewelry — May, p. 171 

Liquor — January, p. 97 

Motion pictures — November, p. 
151 

Motorcycles — December, p. 64 

Oil — April, p. 177 

Olympics — June, p. 82; July, p. 
59 

Pens — July, p. 68 

Records and tapes — June, p. 
155 

Retailing — April, p. 59 

Sex on tv — June, p. 59 

Soft drinks — August, p. 139 

Solar power — September, p. 78 

Transportation — February, p. 
99 

Trucks (small) — January, p. 66 

Tv sets (color) — November, p. 
68 

Up-front buying -— September, p. 
65. 


Video casettes — March, p. 146 


Watches — May, p. 171 

Water (bottled) — August, p. 74 

Women (working) — December, 
p. 68 








“As | see it’ columns 
on business magazines by: 


Mike W. Walsh — /ron Age’s 
**What Metalworking Reads III’’ is an 
example of the type of media research 
that is needed by the communications 
industry. January, p. 88. 

Laurel Baer — New word for 
‘“*pass along’’ — How about ‘‘desig- 
nated audience.’’ If someone passes on 
a publication to a colleague isn’t that 
an outstanding ‘‘qualification’’? Feb- 
ruary, p. 86. 

Henry H. Platek — Reader service 
card procedure — There is room for 
improvement. March, p. 94. 

Bert Peller — Fresh evaluation — 
and hidden assets — McGraw-Hill’s 
successful battle against a financial 
takeover highlights several roles of the 
business press. April, p. 94. 

Mike W. Walsh — Pros and cons 
of trade paper mergers. May, p. 82. 

Laurel Baer — The business press 
has a built-in specialization that is ex- 
citing. June, p. 88. 

Henry H. Platek — Check list for 
business paper evaluation. July, p. 91. 

Mike W. Walsh — Praise for 
ABP’s research standards. August, 
p. 92. 

Laurel Baer — Missed oppor- 
tunities — the true buying influences 
— who are they? September, p. 94. 

Henry H. Platek — The ‘‘fre- 
quency problem’’ — Awareness is at- 
tained through proper frequency. Oc- 
tober, p. 88. 

Mike W. Walsh — International 
advertising a challenge. November, 
p. 80. 

Laurel Baer — Need for more than 
subscriber numbers on business press 
— Audience research badly needed. 
December, p. 78. 


CONSUMER MAGAZINES 


Publishing invasion — Foreign in- 
vestors have moved into U.S. publish- 
ing in a big way. February, p. 74. 

Can city books make it nation- 
ally? Report tells of growth. First 
complete directory. April, p. 97. 

Previewing the upcoming books 
— Most are edited for upscale readers; 
most are from major publishers. June, 
p. 68. 


Olympics sellout It’s a media 


sellout for network tv in 1980. And 
print looms strong. July, p. 59. 

Fancy pants — In selling jeans 
magazines hold as base medium but 
some new designers are turning to tv. 
September, p. 68. 

Baker’s dozen in women’s maga- 
zines — The ‘‘seven sisters’’ now 
have six ‘“‘little sisters’’ edited for the 
contemporary woman, particularly 
those that work. October, p. 64. 

**Adjustments’”’ in new SMRB re- 
search — Frank Stanton is in midst of 
another controversy over findings of 
his 1979 magazine audience study. Oc- 
tober, p. 166 

Magazine research controversy: 
Does MRI have the answer? — That is 
question users are asking now that 
SMRB and MRI are out with widely 
divergent audience figures. Variations 
shown. November, p. 66. 

Thoughts on the latest magazine 
audience hassle (Mediology) — MRI 
(Joyce) and SMRB (Simmons) are 
faced with a lot of problems; maybe 
the industry wants too much. De- 
cember, p. 16. 

Magazine research maze — Panel 
tackles question about current confu- 
sion in magazine audience data. De- 
cember, p. 59. 

New approach to magazine mea- 
sures — Viewpoint by W. Ronald 
Kops. December, p. 140. 


“As | see it” columns 
on consumer magazines by: 


Howard J. Lelchuk — Bottom 
line: Magazines often offer clients in- 
formation inputs that affect the bottom 
line, and neither may realize it. 
January, p. 80. 

Dave Arnold — Bouquets and 
brickbats to magazine publishers for a 
variety of reasons. February, p. 78. 

Roger C. Bumstead — Suddenly, 
it’s 1980. . . Some ‘‘look aheads”’ for 
magazines. March, p. 88. 

John Meskil — Syndicated maga- 
zine research is getting cloudy; new 
magazines offer some exciting pos- 
sibilities. April, p. 78. 

Sheldon Taule — Primary versus 
in-home readership. May, p. 90. 

Frank Carvell — A report on the 
trend in the advertising/editorial ratio 
in magazines. June, p. 92. 

Madeline Nagel — Whatever turns 
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them on — Enthusiast books may not 
be cost efficient, but they are cost ef- 
fective. July, p. 82. 

Marcella Rosen — ‘‘Special inter- 
est’’ magazines offer more than just 
their specialty. August, p. 78. 

George Rosenkranc — Specialty 
magezines for the 50-and-over market. 
September, p. 88. 

David Tracy — Needed: a new 
wave of Politz-style audience research. 
October, p. 86. 

Roger C. Bumstead — Compe- 
tiveness — innovative leadership — 
Business Week — Newsweek. 
November, p. 82. 

Phil Shiffman — A call to 
*“‘ARMS’’ — We want to know the 
number of people who stand a good 
chance to see an ad [SMRB, MRI]. 
December, p. 80. 

John Meskil — where do we go 
from here in audience research? 
[SMRB, MRI]. December, p. 80. 


MARKETING 


Marketing and media 1979 — Re- 
port on Media Decisions’ 9th annual 
seminar; William Claggett get Media- 
person-of-the-year award. January, p. 
ST, 

Will trucks rule the road? —Small 
trucks have become the “‘hot car’” in 
the U.S. auto market. January, p. 66. 

Fotomat loves kiosks and radio — 
Photo finisher relies heavily on radio 
and drive-in retailing. January, p. 72. 

Chrysler’s down-and-up year 
—Motor Trend gives praise and Con- 
sumer Reports damns Omni and Hori- 
zon models. February, p. 64. 

How Mario Hirsch became Mr. 
Camera — Combination of a smart ad 
man and a willing client spells success. 
March, p. 66. 

Ed Mertz’ R&D media plans —Ex 
P&G man raises Pillsbury’s ‘*‘dough- 
boy’’ to new marketing heights. 
March, p. 68. 

Seven-Up’s new lifestyle — John 
R. Kidwell tells how and why they re- 
tired the ‘‘Un-Cola’’ concept. March, 
p. 74. 

Paul Jarvis’ ‘‘supermarket’’ for 
movers — When ex-Hertz exec got in 
driver’s seat, sales started moving for 
Bekin Moving Co. March, p. 76. 

Land of the giants — How the five 
giant retail chains exert marketing 
pressure. April, p. 59. 


The sweet smell of $8,000,000 
—Florists’ Transworld Delivery as- 
sesses members 4.5% for advertising: 
50% in tv; 30% in newspapers. April, 
p. 68. 

Coupon rip-off — Misredemption 
of coupons costs national advertisers 
$50 million a year; ‘‘coupon cop’’ has 
one answer. May, p. 62. 

Madeline Nagel (As I see it) 
—Coupons .. .a great sales tool. . . 
misredemption a giant headache. May, 
p. 86. 

The great charge card rivalry 
—Five issuers vie for share of con- 
sumer credit market. May, p. 70. 

What Spanish kids watch 
—Viewpoint by Sy Davis. May, p. 
134. 

Buccieri’s new product machine 
— Leber Katz vp Charles Buccieri 
explains part played by media in new 
product game. June, p. 74. 

How Luis Lasa ran rum to the top 
— Bacardi Imports’ Bacardi rum ties 
Seagram 7 for case sales leadership. 
June, p. 141. 

Olympics sellout — it’s a media 
sellout for network tv in 1980. And 
print looms strong. July, p. 59. 

Will the gas crunch curb advertis- 
ing? — Decisions survey shows no 
immediate cuts; but lifestyles of our 
society can change. July, p. 64. 


From think tank to fish bowl 
—Derek Coward, vp-marketing, Paper 
Mate tells how his brand managers 
move new products to market. July, 
p. 68. 

Disco craze — A 25- to 35-year old 
primary demographic has made disco 
radio a logical choice to reach young 
adults. July, p. 72. 

Middle-age bulge — Indications 
are that some major advertisers are 
seeking an older target audience. July, 
p. 74. 

**Avon calling’? — Decisions call 
on Avon’s ad director and then joins a 
‘*Lady”’ ona sales trip. August, p. 62. 

Hat trick — How Frank Lipford, 
vp, Natl. Automotive Parts Assn., 
made NAPA one of the best known 
trademarks in the auto aftermarket. 
August, p. 70. 

The battle of the bubbles — Bot- 
tled water has become a big seller; 
here’s how it happened. August, p. 74. 

Fancy pants — In selling jeans 
magazines hold as base medium but 
some new designers are turning to tv. 
September, p. 68. 

How Mazda came back — Here's 
how Mazda marketed and advertised 
its way back into U.S. market after a 
bad year. September, p. 74. 

Thank you, John Lampe! — Ad 
director of Paine Webber answers 
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Guest editors — 1979 


January — Mack Morris, president, Life Savers, Inc. 
February — Kenneth E. Lane, senior vp-media services, Leo Burnett 


March — John R. Kidwell, president, Seven-Up U.S.A. 
April — Tim Tully, senior vp-media director, McDonald & Little, 


May — Gus Priemer, director of advertising services, S.C. Johnson, 
June — Charles Buccieri, senior vp-media, Leber Katz International, 
July — Derek Coward, vp-marketing, Paper Mate Civ., Gillette, 


August — Mark Oken, senior vp-media, Bloom Advertising, Dellas 
September — John Lampe, director of advertising and p.r., Paine 


October — Richard Anderson, senior vp-department of 
communication services, Needham, Harper & Steers, Chicago 

November — Richard Courtice, vp-director of advertising and 
creative services, U.S. Retail Food Group, Kraft, Inc., Chicago 

December — Frank Gromer, national media director, Foote, Cone & 











questions about ‘‘Thank you, Paine 
Webber’’ campaign. September, 
p. 76. 

They’re selling the sun — The 
solar power industry is a small adver- 
tiser now, but will boom by year 2000. 
September, p. 78. 

Detroit’s rebate war — Rather 
than price cuts Detroit offered rebates; 
here’s how they were advertised. Oc- 
tober, p. 61. 

Clean up job — Multi-media cam- 
paign solves “‘polluter’’ image prob- 
lem for Republic Steel. October, 
p. 66. 

David vs. Goliath — How Heilman 
Brewing is battling its way into the na- 
tional beer scene against the en- 
trenched giants. October, p. 70. 

Can you control co-op? — Na- 
tional advertisers take a closer look at 





Advertiser case 
histories 


Avon Products — August, p. 62 


Bacardi Imports — June, p. 141 

Bekin Moving — March, p. 76 

Campbell Soup — November, p. 
70 

Chrysler — February, p. 64 

Chrysler/lacocca — April, p. 166 

Florist’s Transworld Delivery — 
April, p. 68 

Fotomat — January, p. 72 

Heilman Brewing — October, p. 
70 

Hirsch Photo — March, p. 66 


International Harvester/Scout — 
May, p. 74 


Johnson, S.C. — May, p. 64 


Kraft Food Group, November, p. 
59. 

Mazda U.S.A. — September, p. 
74 

National Automotive Parts Assn. 
— August, p. 70 


Paine Webber — September, p. 
76 

Paper Mate — July, p. 68 

Pillsbury — March, p. 68 

Republic Steel — October, p. 66 


Seven-Up — March, p. 74 











media buys shared with retailers. How 
to avoid booby traps. October, p. 74; 
also September, p. 98. 

The older population — do not 
neglect them in your marketing plan 
(Mediology). October, p. 16. 

The Courtice recipe — Advertising 
of Kraft foods begins and ends with the 
use of its products in other dishes. 
November, p. 59. 

The moving target — Race to 
physical fitness cannot be dismissed as 
a fad; how advertisers are fitting in. 
November, p. 64. 

Boom year for color tv set sales — 
1980: The replacement market is sud- 
denly very large and set makers want 
their share of it. November, p. 68. 

How Campbell’s got a Spanish ac- 
cent — Spanish language radio and tv 
used to correct product images. 
November, p. 70. 

Open throttle — Motorcycle ad- 
vertisers seek to capitalize on gas 
shortage; seek new users and old buffs. 
December, p. 64. 

Special report on working women 
— Emphasis is being placed on moth- 
ers of young children. December, p. 
68. (Update of 1976 series — Feb- 
ruary, p. 53; March, p. 68.) 

What comes after the age of ME 
— Larry Light, who did most to 
popularize the age of self-gratification, 
thinks we are moving into the age of 
WE. December, p. 74. 


“As | see it” columns 
on marketing by Joe Ostrow: 


Wake up, it’s over — Working 
women: has the growth peaked out? 
Here are some broad points to con- 
sider. January, p. 78. 

Timing is everything — Each me- 
dium has its own timing posture and it 
must be considered as a variable in any 
marketing plan. February, p. 80. 

Bye bye, baby — Birthrate is ex- 
pected to increase over the next 10 
years; 65-and-overs continue to ex- 
pand. March, p. 88. 

How much is enough? Reach and 
frequency; the latter is the more im- 
portant. April, p. 88. 

Short work weeks may not mean 
more leisure time. May, p. 80. 

New media alternatives — The 
opportunity to create is ever present. 
June, p. 82. 


Fad marketing requires fast-change 
media plans. July, p. 86. 

Negotiation and the need to fore- 
cast. August, p. 86. 

Geographic pinpointing — How 
major media can be used to get close to 
buying decisions. September, p. 86. 

Market shifts may mean media 
changes — How the energy crisis im- 
pacts on media consumption. October, 
p. 84. 

An early warning — Boxcar fig- 
ures may give way to selective pros- 
pects. November, p. 90. 

Reserves revisited — Advertising 
reserves are typically subtracted from 
the total budget, not added to. De- 
cember, p. 82. 


MEDIA BUYING — see Media 
Department 


MEDIA DEPARTMENT 


The role of the media department, 
and media itself, in today’s marketing. 
January, p. 85. 

The media crunch — Ken Lane of 
Leo Burnett comments on shrinking 
media inventory when needs are at 
peak. February, p. 66 

Are we doing the wrong thing 
right? — Guest Editor Gus Priemer 
believes that media’s facade of preci- 
sion hides an unstable foundation. 
May, p. 64. 

Nine advertiser goof-ups — Mark 
Oken tells how clients mess up their re- 
lations with agency media depart- 
ments. August, p. 66. 

What’s happening to media sala- 
ries — Results of payscale survey by 
Simmy Sussman. August, p. 72. 


Mediology columns 
by Ed Papazian 


Qualitative comparisons — In 
most cases in the planning process au- 
dience data has little to do with the 
basic question of media impact and 
how to get more than your share. 
January, p. 16 

Newspapers: national or local 
medium — From the planner’s stand- 
point ignoring newspapers is an abdi- 
cation of his responsibilities. Feb- 
ruary, p. 16. 

Tv vs. print: a neglected battle 
—Much money is wasted in redundant 
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trivia in media research. When will the 
tv vs. print problem be recognized? 
March, p. 14. 

Media in the 1980’s: forecasting 
the forecasters — Wherein he pokes 
fun at the predictors and makes a few 
of his own. April, p. 14. 

Uplifting tv programs: can adver- 
tisers take up the slack? Probably 
not; it’s the networks’ job. May, p. 14. 

New data on radio station formats 
— Simmons’ latest report is a step 
forward. June, p. 16. 

Rating our media research situa- 
tion — Part one: audience counters — 
July, p. 16. Part two: qualitative re- 
search — August, p. 21. 

A must for progress: supporting 
new ideas — Trac 7, the revived Look 
— both died. Why? September, p. 16. 

**Old’’ can be beautiful — For a 
smart mediaman, October, p. 16. 

Independent tv stations: are the 
facts really known? — Why the con- 
tinuing prejudice against ‘‘indies’’ and 
*‘UHF’’? November, p. 16. 

Thoughts on the latest magazine 
audience hassle — SMRB (Simmons) 
and MRI (Joyce) are faced with a lot of 
questions; maybe the industry wants 
too much. December, p. 16. 


MERCHANDISING — see 
Marketing 


NEWSPAPERS 


The pick-a-city presslords —Mark 
and Gary Stern, “‘strike paper’’ pub- 
lishers, move fast. March, p. 72. 

The sweet smell of $8,000,000 
—Florists’ Transworld Delivery as- 
sesses members 4.5% for advertising: 
50% in tv; 30% in newspapers. April, 
p. 68. 

The supermarket tabloids —Three 
national newspapers vie for sales. 
May, p. 68. 

National newspaper dollars in 
1978 — Newspaper expenditures by 
category, company and top brands. 
June, p. 95. 

8-out-of-10 newspapers offer 
Newsplan discounts — Thurman 
Pierce, Jr., looks into availability of 
new discount plan. August, p. 64. 

Newspaper audience research 
breakthroughs — One is new data 
bank; other is Bill Simmons’ offering. 
October, p. 68. 
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“As | see it’”’ columns 
on newspapers by: 


Roger C. Bumstead — Recipe for 
accountability — Measuring accoun- 
tability; Clairborne Newspaper report 
— Norfolk Newspapers’ MAPS plan 
— Newspaper departments (News, 
advertising, circulation) should jointly 
define their markets. January, p. 82. 

John Meskil — Are newspapers 
being sold right? — If newspapers 
forget the general sell and get specific, 
they will sell more ads. February, p. 
80. 

Sheldon Taule — Newspapers — 
the new personality medium — Today 
papers are catering to personal needs 
with special sections. March, p. 92. 

Frank Carvell — ‘*To be or not to 
be — A national question’’ — modular 
units, discounts, sizes, and other 
questions. April, p. 90. 

Madeline Nagel — Coupons... a 
great sales tool . . . misredemption a 
giant headache. May, p. 86. 

Neil Faber — Bring creative and 
reps into the act of newspaper plan- 
ning. June, p. 86. 

David Tracy — The who, why, 
what, when and where of newspaper 
selling — Newspapers must do a better 
marketing job. July, p. 78. 

Robert W. Hinson — Time for risk 
taking — Newspaper advertising (na- 
tional) has not kept pace with other 
media. August, p. 38. 

Frank Carvell — Co-op, the 
VAST treasureland — Agencies 
should establish a co-op department. 
September, p. 98. 

John Meskil — Yankelovitch study 
shows that there is a gap between 
editors and readers. October, p. 82. 

Sheldon Taule — Newspapers to 
reach selective audiences — 1979 
Simmons data. November, p. 90. 

Eugene A. DeWitt — Newspapers 
could make better use of the way they 
are delivered. December, p. 92. 


OUTDOOR 


New outdoor study aims at junior 
panels — Study by Independent Out- 
door Advertising uncovers some unex- 
pected responses. May, p. 132. 

Will the gas crunch curb advertis- 
ing? — Outdoor specialists cite pos- 
sible effects. July, p. 64. 


“As | see it’ columns 
on out-of-home media by: 


Richard Briggs — Predictions: 
Here are my forecasts [for 1979] foi 
outdoor media. January, p. 76. 

Pete Riordan — Heads Up: Here 
comes the acropolis — Shopping malls 
are here and media are being designed 
to reach the shoppers on the premises. 
February, p. 82. 

Byron Chandler — Getting the 
TAB convention act together. Some 
thoughts on the agenda of future con- 
ventions. March, p. 94. 

Richard Briggs — Final tribute to 
Hal Brown of Pacific Outdoor Adver- 
tising Co. April, p. 80. 

Robert Flood — At Traffic Audit 
Bureau — Countdown for Budd Bus- 
zek, May, p. 94. 

Pete Riordan — A brief for real 
airtime — A review of the ‘‘hows”’ 
and costs of aerial advertising. June, 
p. 84. 

Byron Chandler — Gloom at the 
top — Out-of-home needs an injection 
of new thinking. July, p. 93. 

Richard Briggs — Kodak spectacu- 
lars at Grand Central (New York) are a 
success. August, p. 84. 

Robert Flood — Outdoor ponders 
energy crisis — There is little change 
in audience. September, p. 96. 

Pete Riordan — Political perils bug 
bus shelters. October, p. 96. 

Byron Chandler — A few icono- 
clasts —- Memories of some out-of- 
home greats. November, p. 92. 

Richard Briggs — Outdoor re- 
search emerges anew — Capsule de- 
scription of the available services. De- 
cember, p. 86. 
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material: 
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RADIO 


They’re changing the rules of the 
game — Word from Washington is 
that the broadcast/cablecast business is 
in for a new set of rules. March, p. 59. 

Radio’s good Scout — When Inter- 
national Harvester had an awareness 
problem, it turned to radio. May, 
p. 74. 

Radio station formats — New 
Simmons data. (Mediology). June, 
p. 16. 

Disco craze — A 25- to 35-year-old 
primary demographic has made disco 
radio a sound choice to reach the 
young adult market. July, p. 72. 

Why they rely on radio — Radio 
industry is repositioning itself as a 
primary medium. Some canny adver- 
tisers have been doing this right along. 
October, p. 78. 

How Campbell’s got a Spanish ac- 
cent — Spanish language radio and tv 
used to correct product images. No- 
vember, p. 70. 


“As | see it’? columns 
on radio by: 


Sheldon Taule — Another radio 
quiz. January, p. 84. 

Frank Carvell — Did San Diego 
Arbitron diary prove anything? — 
Here’s what happened when diary re- 
minder announcements were used. 
February, p. 83. 

Madeline Nagel — More questions 
— 29 questions on radio advertising. 
March, p. 84. 

Neil Faber — Radio shouldn’t be 
entrusted to tv buyers — They are two 
separate mediums and should be 
treated that way. April, p. 86. 

George Rosenkranc — Flexibility 
is the buy-word in network radio — 
Advertisers can custom tailor their 
plans to coincide with short-term sales 
plans. May, p. 82. 

Charles Traubia — The pros and 
cons of radio syndication [barter pro- 
graming]. June, p. 88. 

Roger C. Bumstead — Radio 
reaily has a sound future. TGI format 
data. July, p. 90. 

John Meskil — Radio’s best points 
are most poorly sold — List of reasons 
why radio should be recommended. 
August, p. 82. 

Sheldon Taule — Radio audience 


measurement — Again only one 
source of data; a tragedy. September, 
p. 94. 

Stephen Leff — When should you 
use radio as an alternative to tv? Oc- 
tober, p. 86. 

Madeline Nagel — Some answers 
to questions about radio. November, 
p. 78. 

Marcella Rosen — Radio: the ideal 
medium? — Radio might just qualify. 
December, p. 90. 


RATES 


Four ways to lick tv cost inflation 
— Jim Tommaney offers alternatives 
to paying higher rates. June, p. 72. 

Special quadrennial programing 
(Olympics/politicals) do not affect 
costs as much as audience. June, p. 
82. 

Ninth annual media cost survey 
—Shown are cost trends since 1970 
tracked by JWT researchers, plus a 
forecast of costs for 1980. August, 
p. 39. 

Timetable of 1980 media problem 
spots — One way to beat spiraling tv 
costs is to stay out at times of peak 
demand; problem times charted. Sep- 
tember, p. 80. 

The energy crisis and network 
television — An analogy that relates to 
rates. October, p. 104. 


RESEARCH 


Timothy’s back ... But Frank 
Stanton’s still smiling — Simmons 
Associates bought out TGI. Now the 
man who made TGI is back. March, 
p. 64. 

QUBE: marketing tool that puz- 
zles its owners — Warner’s two-way 
cable tv test in Columbus, OH, is 
amassing data; what will be done with 
it? May, p. 72. 

Rating our media research situa- 
tion (Mediology) Part one: Audience 
counters. July, p. 16. Part two: Qual- 
itative research, August, p. 21. 

Praise for ABP’s new research 
standards. August, p. 92. 

Radio audience measuremeat 
—Again only one source of data; a 
tragedy. September, p. 94. 

Newspaper audience research 
breakthroughs One is new data 
bank; other is Bill Simmons’ offering. 


October, p. 68. 

**Adjustments”’ in new SMRB re- 
search — Frank Stanton is in midst of 
another controversy over findings of 
his 1979 magazine audience study. Oc- 
tober, p. 166. 

Magazine research controversy: 
Does MRI have the answer? — That 
is question users are asking now that 
SMRB and MRI are out with widely 
divergent audience figures. Variations 
shown. November, p. 66. 

Thoughts on the latest magazine 
audience hassle (Mediology) — MRI 
(Joyce) and SMRB (Simmons) are 
faced with a lot of problems; maybe 
the industry wants too much. De- 
cember, p. 16. 

Magazine research maze — Panel 
tackles question about current confu- 
sion in magazine audience data. De- 
cember, p. 59. 

New approach to magazine mea- 
sures — Viewpoint by W. Ronald 
Kops. December, p. 140. 


“As | see it’ columns 
on research by: 


Gabe Samuels — On need to up- 
grade the role of media — Just what is 
the role of the media department, and 
media itself, in today’s marketing. 
January, p. 85. 

Mike W. Walsh — /ron Age's 
‘‘What Metalworking Reads III is an 
example of the type of media research 
that is needed by the communications 
industry. January, p. 88. 

Helen Johnston — Needed: re- 
search on magazine position — Is it 
meaningful? If so, why not charge a 
premium. February, p. 86. 

Bernard Guggenheim — Inter- 
media comparisons and media plan 
evaluation — While we have lots of 
data, it is important that the data be 
analyzed into decision-making infor- 
mation. March, p. 80. 

Phil Shiffman — Are you using 
unduplicated tv markets [ADI, DMA] 
correctly? April, p. 92. 

Howard Nass — It is a must now 
for [magazine] salesmen to know their 
research. May, p. 94. 

Helen Johnston — Special quad- 
rennial programing (Olympics, politi- 
cals) do not affect costs as much as 
audience. June, p. 82. 

Bernard Guggenheim — An issue 
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whose time has come — The 52-week 
spot tv measurement. July, p. 80. 

Gabe Samuels — Psuedo research 
and other games — What to look for. 
September, p. 90. 

Helen Johnston — Simulation — 
More and more data is being 
“*grafted’’ into the syndicated maga- 
zine research tapes. October, p. 90. 

Bernard Guggenheim — My 
‘‘black box’’ is better than your 
**black box’’! — Computer models do 
not necessarily generate truth. 
November, p. 88. 

Phil Shiffman — A call to 
*‘ARMS’”’ — We want to know the 
number of people who stand a good 
chance to see an ad (SMRB, MRI). 
December, p. 80. 

John Meskil —- Where do we go 
from here in audience research? 
(SMRB, MRI). December, p. 80. 


TELEVISION 
Update on catv; Big impact, weak 


numbers — Growth is slow but de- 
velopments imply big jump; how ad- 


vertisers are getting into the act. 
January, p. 62. 

Direct buying: a smokescreen? 
—Roundtable of broadcast buyers and 
sellers discuss direct buying of spot tv 
by a couple of major agencies. Feb- 
ruary, p. 59. 

What price cut-ins? — How much 
should be charged and who should get 
the extra money — net\orks or 
affiliates. February, p. 70. 

They’re changing the rules of the 
game — Word from Washington is 
that the broadcast cablecast business is 
in for a new set of rules. March, p. 59. 

New Arbitron report on video cas- 
settes — Survey of 300 homes estab- 
lishes patterns of use. March, p. 146. 

For tv reps it’s musical chair time 
— Scorecard of who’s selling whom as 
result of rep owner changes. April, p. 
64. 

The sweet smell of $8,000,000 — 
Florists’ Transworld Delivery assesses 
members 4.5% for advertising: 50% in 
tv; 30% in newspapers. April, p. 68. 

Chronology of a controversy: 
children’s ty — What’s happening in 


continuing battle to limit tv advertising 
beamed to children. May, p. 59. 

QUBE: Marketing tool that puz- 
zles its owners — Warner's cable tv 
test in Columbus, OH, is amassing 
data; what will be done with it? May, 
p. 72. 

Tv indies grow up — Better pro- 
graming and promotion will raise ad 
volume to $1 billion by 1980-81. May, 
p. 76 

What Spanish kids watch — 
Viewpoint by Sy Davis. May, p. 134. 

Sex on tv — The advertiser/agency 
view and barkers:nd of criticism. 
June, p. 59. 

Big business on a soapbox — Ad- 
vocacy advertising continues to grow 
as public interest in business mounts. 
June, p. 64. 

Bob Weld: Satellite star — New 
form of networking updated by man 
who puts shows on the air. June, p. 66. 

Four ways to lick tv cost inflation 
— Jim Tommaney offers alternatives 
to paying higher rates. June, p. 72. 

Olympics sellout — It’s a media 
sellout for network tv in 1980. And 
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campaign — interview with Len Vickers, staff 
executive for marketing, G-E, 4 pages, from 
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range in pay scales in August 1979, plus 
analysis of job opportunities by Simmy 
Sussman, 6 pages, from issue of August 
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print looms strong. July, p. £9. 


Up-front buying — How big 
commitments for network tv in 1979- 
80 season were made. September, 
p. 65. 


Fancy pants — In selling jeans 
magazines hold as base medium but 
some new designers are turning to tv. 
September, p. 68. 


The coming television fragmenta- 
tion — Ned Gelband, media director, 
Case & McGrath, agrees that network 
tv will soon cease to dominate the tv 
landscape. September, p. 72. 


How Campbell’s got a Spanish ac- 
cent — Spanish language radio and tv 
used to correct product images. 
November, p. 70. 


Heyday for tv ‘‘strippers’’? — 
Old concept in tv programing takes 
on new meaning as stations seek audi- 
ence control with syndicated series. 
November, p. 72. 


What’s behind new look in local 
tv? — Archa Knowlton, who pre- 
dicted growth for national use of local 
tv in 1973, gives current thoughts. 
November, p. 110. 
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“As | see it’’ columns 
on television by: 


Madeline Nagel — Stewardship: a 
spot buy is no longer just a buy. It 
must be tracked continually. January, 
p. 78. 

Neil Faber — Did you miss the boat 
— again? January tv is the ‘‘best’’ buy 
of the year but often overlooked. Feb- 
ruary, p. 85. 

George Rosenkranc — Why 
doesn’t tv sound as good as the best 
radio? — But there are improvements. 
March, p. 92. 

David Arnold — Why broadcasters 
are angry about Carnegie II (a public 
broadcasting report). April, p. 84. 

Roger C. Bumstead — Spot tv 
sales methods becoming geared to 
selective use of spot. May, p. 86. 

John Meskil — Quick preview of 
fall lineups; some suggestions for im- 
provements on network generally. 
June, p. 78. 

Helen Johnston — Special quad- 
rennial programing (Olympics/ polliti- 
cals) do not affect costs as much as 
audience. June, p. 82. 

Bernard Guggenheim — An issue 
whose time has come — The 52-week 
spot tv measurement. July, p. 80. 

Sheldon Taule — How to reach 
up-scale adults in tv — Nielsen’s NAD 
data on sports and primetime viewing. 
July, p. 92. 

Stephen M. Leff — Television 
pricing — broadcasters can’t ignore 
the people who pay the bills. August, 
p. 90. 

Madeline Nagel — Tv showmen 
are overreacting — Pulling shows too 
quickly in response to initial ratings. 
September, p. 88. 

Marcella Rosen — The energy 
crisis in network television — An 
anology that relates to rates. October, 
p. 104. 

Neil Faber — To get the most out 
of local media, let the buyer innovate. 
November, p. 82. 

David Tracy — Tv — daydreamer 
for the masses — Commentary on 
Jerry Mander’s book ‘‘Four Argu- 
ments for the Elimination of Televi- 
sion.’’ December, p. 88. 


Turn to page 90 for 
Reprints and Xerox 
copies available 
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